THE MAGAZINE OF MARKETING 


@ A timely survey to aid in the company's Yuletide 
shopping . . . Some safe rules for corporate gift- 
giving ... A gallery of gifts representing popular 
selections of merchandise. Page 45. 


Northwestern National Life Insurance Company cuts 
costs when it tackles the salesmen's turnover prob- 
lem. Page 24. 
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The only National Sunday 


Magazine you can buy for mass selling in individual 


markets now offers you in addition to full color pages: 


FULL COLOR UNITS IN % PAGE SIZE* 
FULL COLOR UNITS IN 12 PAGE SIZE* 


ONE COLOR AND BLACK IN FULL PAGE SIZ 


PICTORIAL REVIEW powers Covers close to 6,000,000 , 
your advertising with: families with the Sunday issues of: 
. the mighty impact of color even in single Chicago Herald-American 
markets. Milwaukee Sentinel 
. America’s top galaxy of star artists and New York Journal-American 
writers. Boston Advertiser 
a : 
. proven deep penetration into market Los Angeles Examiner 
coverage. San Francisco Examiner 
. a flexibility to time your advertising to Seattle Post-Intelligencer 
local market needs. Baltimore American , 
. the street-by-street market guidance of the Pittsburgh Sun-Telegraph ; 
famous Hearst Sales Operating Controls. Detroit Times } 


*For complete details about both color and black and white rates, dis- 
counts, mechanical requirements, consult your nearest Hearst Advertising 
Service Representative. i 
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“McCall Street” stretches from coast to coast. 


It is a street of homes ...a street of STORES. 


What is most impressive about it is the buying-power 
of the 4,200,000 McCall’s readers who live on it.., 


McCall Street’s family retail purchases amount to 13 


billion dollars a year... 


Through editorial ideas . . . through constant merchandis- 


ing... McCall’s magazine stimulates the urge to buy. 


The sure way to sell to this lively mass market of McCall 
Street ... is to advertise in McCALL’S, 
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how an idea 
built an industry 


Guglielmo Marconi’s idea 
blossomed into the first trans-ocean 
wireless message. His brilliant crea- 
tive thinking established the radio 
industry. In down-to-earth business 
strategy too, the idea is the critically 
important starting point .. . it is the 
cradle of successful selling. 

Many mailadvertisers depend 
on James Gray, Inc. for original, pro- 
duction-wise ideas that help. them 
build business. and keep it growing. 


When you need an original 
idea, expressed in powerful copy and 
compelling visual form—with or with- 
out graphic reproduction—call Gray. 


IDEA MEN * LITHOGRAPHERS 
LETTERCRAFTSMEN * PRINTERS 


216E. 45th St., NewYork 17,N.Y. 
MuUrray Hill 2-9000 


les Movagemenl 
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ADVERTISING 


More Ripe Olives on American Tables 


A cooperative advertising and merchandising campaign spon- 
sored by Olive Advisory Board is producing results. ........ 


"The Plane with the Candy-Stripe Tail" 


In California, in newspaper, radio and TV advertising, you’re 
invited to fly it. It’s the property of California Central Air- 
lines. Behind the firm’s growing short-hop business there is 
a story of tireless and purposeful salesmanship. 

a END Gr crecla cieceiscqinak & Card door esse Mewaen ney ned 


All-Year Club Finds Hard Facts Lure Tourists 


People looking for vacation spots want to know where to go, 
when to go, how much time is required, where to stay, what 
to wear and take along, and how much it will cost. 

By Don Thomas, Managing Director, All-Year Club of South- 
RE SEMEN, seal vescconereuracnscwenunceeutucerecences 


COMPENSATION 
We Licked Turnover, Boosted Sales, 
When We Dropped Commission Pay 


Once upon a time, a beginner salesman could take a little 
risk, do a whale of a lot of work, and build a secure life. 
Taxes have changed that. Here’s how a salary plan studded 
with fringe benefits works wonders for a new company. 

By Winston B. Smillie, President, Piatt & Smillie Chemicals, 
US eiewclolar aioscoie ws ae wia oer eared US Daido Vslelee nine veiRerea ss 


DEALER RELATIONS 


Haggar Promotes Fashion, Triples Sales Chances 


A new pair of slacks—better still three pairs—calls for a new 
sports shirt and jacket. Haggar is in the pants business only, 
but promotes related items to help retailers. up the unit of 
sale. It does, too, and builds plenty of good will. 

By BE. RK. Hagear, President, Magger Co. ....05.cccscccscces 


GENERAL 


Now You can Order Flowers as You Fly .............-..2- 


MAIL-ORDER SELLING 


This Nurseryman Tosses Business to Competitors 


Jesse Breedlove sells roses, shrubs and trees by mail. If he 
doesn’t have what the customer wants, he gets it from a rival 
grower. He stands pat on a money-back guarantee. A twice- 


MANPOWER 


Costs Tumble When Northwestern 
Gets Grip on Turnover Problem 


With 40% fewer salesmen than it had 10 years ago, today 


Northwestern National Life Insurance Co. is doing two and 
one-quarter times the volume. In that same period overhead 
costs per $1,000 worth of business dropped 24%. 

By W. R. Jenkins, First Vice-President, Northwestern Na- 
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SALES MANAGEMENT] 


MARKET DEVELOPMENT 


4 12 Ways to Cushion the Effect of a Declining Market 


: Indexes of business activity never climb steadily for very long. 
Maybe you haven’t had a slump today, but if one should 
develop in the months ahead, are you ready for it? ........ 


PACKAGING 
The Little Gift Wrap with the Big Style Punch 


Every single one of Strauss-Golman’s clever gift-wrap units 


i is an entertaining conversation piece. Forty big-name depart- 
ment and specialty stores in 40 cities now feature the “Susan 
Crane Gift Wrap Service” on an exclusive basis. .......... 


PUBLIC RELATIONS 
Corporation Christmas Gifts: 
Policies and Practices of 497 Firms 
SM subscribers report on what they gave last year and on 


most popular gift presented—also received—over the past 5 
years. Average recipient list 600, average cost $10 per item. 


RESEARCH 


Survey of Buying Power Corrections: 6.6.0... cesciisceserewes 


SALESMANSHIP 


9 Common Gripes 


. as seen by salesmen ... by purchasing agents ......... 
How to Put More Meaning into Your Sales Language 


The salesman who understands such semantic terms as “con- 
text,” “fiction” and “definition’”—and learns how to use them 
as selling tools—is certain to be more effective in communica- 
tion than the man who talks off the cuff. 

By William R. Kelly, Sales Promotion Manager, Sinclair Re- 
WN ae ooo Gow nienraie ences oceigivis oieie oiarore clare cremerteteterestelo 


TRADE PRACTICES 
What FTC Clash on Codes Means to Marketers 


If one group has its way, the Federal Trade Commission will 
warn sellers in advance with do’s and don’ts on acceptable 
trace practices. But opponents hold out for interpretation of 
the Robinson-Patman Act only on actual cases. 

By Jerome Shoenfeld, Washington Editor .................. 


DEPARTMENTS AND SERVICES 


Advertisers’ Index ............ 159 Readers’ Service ............. 
PIE sce sweicsesrosees 144 Sales Trends (Consumer) ...... 
GEN, oc aeotos. ovsains 1S | Sera FS a vexed 
High Seot Cities . 2... 6. ccece 148 Significant Trends ............ 
The Human Side ............. 8 They're in the News .......... 


New Books for Marketing Men.. 158 Tools for Selling 


People and their Ideas ........ 42 Worth Writing For ........... 
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“THAT'S WHEN WE STARTED TO GET 
| INDUSTRIAL EQUIPMENT NEWS.” 


It’s amazing how IEN helps you 
to sell by helping so many others to 
buy and produce. 

Here’s why your sales curve will 
climb as your advertising dollars 
work overtime in IEN: 

Each issue contains more than 
| 1,000 product ideas which add up to 
| the most comprehensive and accurate 

product news reporting service that 
exists. 

Every news item, every ad sparks 
sales and sales leads in volume. 

IEN is good for selling because 
used for buying... requested in writ- 
ing by 95% of 62,000 plant officials 
of known buying power in all the best 
rated plants in the U.S. 

In IEN alone can you buy this 
monthly national, industry-wide cov- 
erage using standard space units for 
$1,500 a year... only $125 to $130 per 

| month, 


TO HELP YOU SELL, ASK FOR: 
| . The IEN Plan 


| . How to write a product 
news release 


| . How to prepare the most 
productive ads 


4. How to cash in on inquiries 
5. NIAA Report 
6. CCA Audit 


Industrial 


Thomas Publishing Company 
461 Eighth Avenue, ‘New York 1, N. Y. 


HE GREAT 
p-CITIES 


st Moline, W.) 


THERE’S MORE MONEY 
IN DAVENPORT 
PER CAPITA: 


Davenport $2,074 Moline $1,898 


Rock Island 1,881 East Moline 1,590 
*National Average — $1,423 


POE Dh cencsasnnsisanintianiinneinnniniat Total Lineage 12,426,736 
PED ©. cctecrssssccemennntainsenmnnnnel Total Lineage 11,107,838 


* Figures from Sales Management 
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, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS 


ADQUARTERS: DAVENPORT, IOWA 
Nationally by JANN & KELLEY, INC. 
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Survey of Buying Power, May 10, 1952 


EXECUTIVE OFFICES, 386 Fourth Avenue, 
New York 16, N. Y. Lexington 2-176 
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rd: Miller High Life Beer Display Third Award: NTA Stand First Award: Rilling Girl 


Reproduction drew enthusiastic trade response. of Xmas Seals. 


Designed by Robert Stephens, photography by Greb & Art by Robert Stephens for the Designed by Robert Stephens, 
Scherck, for the Miller Brewing Company ... Prestige National Tuberculosis Association photography by George Greb, for the 
‘display for premium priced products, in five planes. ... Increased distribution and sale Rilling Company... The odd-shaped 


frame augmented attention value. 


THIRTEEN out of twenty-six! 


The Second Lithographers National Association 
Competition drew 2155 entries in all classifications 
from 127 lithographers; and 350 entries in the 
point-of-purchase classifications. 

Entries were graded for maximums of 50 points 
for lithography, 25 for art and design, and 25 for 
functionalism. Entries scoring within ten points of 
Award winners were given Honorable Mentions. 

Einson-Freeman was not represented among the 
Officers and Directors of the Association, or in the 
members of the Competition Executive Committee. 
And no client of E-F served as a judge. 

Yet in four point-of-purchase classifications... 


4 


Einson-Freeman merited thirteen of the twenty-six 
Awards given...two Firsts, two Seconds, two Thirds 
and seven Honorable Mentions. 

This company is not unused to recognition, but 
such a large share of it overwhelms even us!... 
Thirteen Awards for Display to one lithographer 
should indicate to any advertiser the outstanding 
producer of effective displays. 

Your inquiries are invited. 


Einson-Freeman Co., inc. 
Starr & Borden Avenues, Long Island City, New York 
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econd Award: Sergeant’s Dog 
Designed by Harry Haas for Polk Miller 
Products... The moving leg scratching the 
doz has high attention value. The lower 
panel shows the product line. 
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Honorable Mention: Turning Book Hon. Mention: Embassy Cigarette 

Designed by Harry Haas, art by Patson-Hesse, Designed by James Madden, art by 
prepared for the Crosley Corporation... An William Ritter, for P. Lorillard 
animated catalog which automatically turns pages, Company...The enlarged advertisement 
and demonstrates Crosley television models. emphasizes product, recalls theme. 


NEW 
CITY 
COUNTY 
WORK 
SHEETS! 


e 64 U. S. Counties 
© New Jersey cities 
and counties 


New data on PEOPLE 
and FAMILY GROUPS just 
purchased from the Census 
Bureau lage groups, owner, 
rental, racial, etc.) ... plus 
Consumer Markets  esti- 
mates for ‘52. 


Retail sales (Consumer 
Markets) income and po- 
tentials (Sales Manage- 
ment), automobiles, mfg. 
etc., all tabulated for a 
quick look at the TOP HALF 
of America! 


NEWARK 
NEWS sre 


NOW (FREE) 
NEWARK NEWS, Newark New Jersey: 

copies of the ‘52 
MARKET WORKSHEETS. 


... All from a Paper Doll 


Have you met Betsy McCall? If you’re a manufacturer of clothes 
for little girls or their mothers, chances are Betsy is far more than 
just a paper doll to you. She may even have helped you chalk up some 
of your biggest orders. For Betsy, born in the May, 1951, issue of 
McCall's, has been and continues to be just about the nation’s best 
salesman for feminine togs. Before she had been in the homes of the 
magazine’s readers for two weeks, 44,880 Cinderella Frocks—the 
entire cutting of four featured styles modeled by Betsy in that issue— 
had been sold by Rosenau Bros., manufacturer of the Cinderella line. 
And that success story was only the first. Ever since then Betsy, who’s 
a monthly feature in McCall’s, has been racking up phenomenal sales. 


McCall's decided, after a lot of questioning, to reintroduce paper 
dolls (they’d been out of the publication 25 years) as a result of 
reader requests. But these were to be paper dolls with a difference: 
Betsy would be a pretty paper doll—and in that she didn’t differ 
from others—but she would wear pretty clothes as well. And the 
clothes were to be readily available from leading manufacturers and 
stores all over the country. Betsy was given a mother, too. Object: 
When mother helped little daughter cut out the paper dolls and 
dress them, she’d be acting as a self-salesman. Mother’s clothes, too, 
were to be products of American manufacturers. In June, 1951, 
mother appeared. She and Betsy both wore beach clothes by Cole 
of California. What happened? Big-volume sales of the togs. 


Before Betsy had been a feature for a year—within 9 months, in 
fact—more than a million dollars in retail sales of children’s wear 
had been rung up. Merchandise of 9 manufacturers had appeared in 
this McCall's copyrighted feature. And 7 of the manufacturers re- 
ported complete sellouts! Stores leapt into Betsy’s playhouse: 606 
different stores in 47 states took part in the promotion. Many of them 
gave up valuable windows to display Betsy and her clothes. Macy’s, 
for instance, was lent a Betsy McCall mechanical mannequin, a life- 
size replica of the paper doll. Macy’s Betsy curtseyed to customers— 
and sold them—for better than two months. 


When McCall's introduced Betsy it did a clever thing: The paper 
doll and 4 Cinderella dresses were featured on a special 4-color edi- 
torial page. But no listing of stores where the dresses were available 
was provided. Instead, the magazine’s Merchandising Promotions 
Department arranged special promotions in 6 of the country’s most 
important stores. The stores were given hang tags of Betsy, her 
mother and father, her cousin Barbara. These were Saturday give- 
aways to youngsters. The stores also received counter cards, reprints 
and “‘glossies” of the Betsy McCall cover and page. Response was 
fantastic. Lit Brothers had to reorder the first day; Bloomingdale’s, 
which had a TV show built around the promotion, said it “never 
had such response to a TV show.” D. H. Holmes also reordered; 
The Hecht Co. sold out its original order and the reorder as well. 


And so it goes. Only now McCall’s has the thing down to a sys- 
tem. The publication’s fashion editor, Estelle Lane, selects Betsy 
merchandise for style, wearability, practicality, price and seasonal 
appropriateness. The clothes are all brand name merchandise, sold 
through good stores over the country. 
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Alltime High 


in Advertising Lineage! 


During the first six months of 1952 the St. Louis Post- 
Dispatch carried 17,547,532 lines of advertising... 
1,327,395 lines more than in the first six months of 195] 
and more than in any other first six months in its history. 


During the lest 10 years the St. Louis Post-Dispatch has 
more than doubled its advertising lineage, going up 
from 14,586,811 lines in 1942 to 34,094,238 lines in 1951. 


These figures emphasize the increasing acceptance of 
the St. Louis Post-Dispatch by advertisers as well as 
readers. 


Figures pa Media Records 


July 4. Cities in the United States Have Evening -/asin 


MOST 
Newspapers With Larger Circulations  \vmteutee 


‘POST 


‘Than the ST.LOUIS POST-DISPATCH 


OUR 10 


Advertising and 


Merchandising Service 


OFFICES 
| CAN HELP YOU T0 SELL 


The U.S. Armed Forces 
all over the world 


* 


Send for booklet = 


* 


ARMY TIMES 
AIR FORCE TIMES 


( Members: Audit Bureau of Circulations ) 


NAVY TIMES 


Advertising Offices: 


WASHINGTON: 3132 M St., N.W. 
NEW YORK: 41 East 42nd St. 


CHICAGO: 203 N. Wabash Ave. 
DETROIT Guardian Building 
LOS ANGELES: 6399 Wilshire Blvd. 
SAN FRANCISCO: Monadnock Bidg. 
In Philadelphia, represented by R. W. 
McCarney, 1015 Chestnut St. 


Also: LONDON-FRANKFURT-TOKYO 


162 Metropolitan Areas 
- 


82nd IN POPULATION 


among Sales Management's 


Ai people are consumers. 
But quality people are better 
customers. The depth of 
quality in the Quad-City 
market is an outstanding 
asset of 240,500 paople who 
live here. Good ancestry, 
fine geographical location 
and diversified means of 
livelihood all contribute to 


the high standard of Quad- 


City living. 


Argus and The Dispatch. 


You cover 3 of the 4 Quad- 
Cities when you use The 


Ze ROCK ISLAND 7%egues 
Ze MOLINE Diseated 


THE ALLEN-KLAPP CO., Nationa! Representative 


Betsy McCall is a far cry from the paper dolls the girls in your 
family used to play with. She’s Big Business. And McCall’s means 
to keep her that way. 


Advertising Gals Call Them "Lulus" 


Hollywood has its “Oscars,” and sales executives their “Sammies,” 
and advertising women their “Lulus’”—Is it mutual admiration, this 
idea of each profession or business voting itself silver-plated trophies, 
and presenting them at a grand party? 


Not if the ideals of the Los Angeles Advertising Women, Inc., are 
followed. Their “Lulus” are gold-plated and given each year for 
outstanding work by women, in advertising and ‘public relations, over 
the eleven western states and British Columbia—with a strong pref- 
erence for achievements touching the public good. They are called 
the Frances Holmes Achievement Awards. This year the sixth an- 
nual award went to Mary Lou Gordon for a film titled “Benjy,” 
made to raise money for the Los Angeles Orthopaedic Foundation by 
presenting the psychological problems of crippled children . . . what 
a crippled youngster is up against mentally, in adjusting to life, quite 
apart from his or her physical handicap. 


These “Lulus” are named after the woman who in 1909 first 
opened an advertising agency in Los Angeles, and who is still an 
active member of the organization. Los Angeles advertising women 
formed the world’s second club of the kind in 1914, starting with 
38 members. Membership is by invitation, to women who buy, sell 
or create advertising, or work in allied fields. 


The “Lulu” is awarded to cover advertising, publicity, radio, 
television, copy, art, layout, campaign planning, direct mail, com- 
mercial films. To be sure nothing is overlooked, there are special 
awards to take care of good work wherever it is found. 


The judging is painstakingly done in Los Angeles where the exhibits 
are assembled by a selected committee of advertising men. They 
spend several days studying the exhibits, judging them on eight points: 
idea, grasp of problem, ingenious use of space or media, style, execu- 
tion, good taste, soundness of appeal and overall effectiveness. The 
competition is open to any woman in the western area who works 
in advertising or allied fields. 


LULUS ... 


aren't they? Barbara Stanwyck is handing one to Mary Lou 
Gordon and Norma Jean Wright grins agreement with the fine choice. 
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COMMENT 


Sound Promotion Plus— 


Can a sales-advertising program be too successful? Philip Lieb- 
mann, young president of Rheingold beer, put some perspective into 
the picture when he raised that question. The occasion was the intro- 
duction, for the 14th year, of the 6 candidates for the title of “Miss 
Rheingold 1953.” The buying interest generated by balloting has 
pushed Rheingold into fourth position in total national sales, although 
the company sells only within a radius of 50 miles of New York City. 
By all standards—sales and brand name identification—Miss Rhein- 
gold is a fabulous promotion. 


Phil Liebmann, who rose from advertising manager to the presi- 
dency, doesn’t want anyone to get the idea that Rheingold has been 
put over merely by superior promotion. At the moment when atten- 
tion was focused on candidates for next year’s title, Liebmann spelled 
out the part the 4,000 plant employes (15 years ago there were 500) 
play in developing a quality product to match quality promotion. It 
would be a mistake, he points out, for plant employes to get the feel- 
ing that their contribution to the company’s sales success is unim- 
portant. 


It’s good for us who sell to be reminded that good promotion for a 
good product can make it move faster, but that good promotion for 
an inferior product will quickly dig the marketing grave. 


What Does Management Mean? 


In preparing a recent talk before American Management Associa- 
tion, Ralph J. Cordiner, president of General Electric Co., went to 
work on a dictionary. He was going to speak on “Problems of Man- 
agement in a Large Decentralized Organization.” 


He wondered: What does management mean? 


Among its definitions, he mentioned these 20: administration, 
coaching, commanding, conducting, controlling, directing, explaining, 
governing, guiding, influencing, instructing, integrating, leading, 
making clear, making known, restraining, showing, teaching, telling, 
and training... . 


What management means depends on the manager. 


For those to whom it means commanding, it can mean big-bossing 
and a wide throwing-around of weight, accompanied by apoplexy 
ind sudden large noises, frequently profane. This is the burr-under- 
ail or awe-into-action method of management. 


Its reverse might be restraining. These managers urge caution. 
Let’s not try new techniques or products or markets. We might 
jeopardize what we've got. You’ve heard these managers (bowing 
ow to The Founder on the wall) call themselves custodians, They 
are proud, and scared, of the resources and responsibilities that have 
deen thrust on them. Their motto: Play it safe. 


In a bank vault, a museum or a cemetery, a custodian has impor- 
tant functions. 
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Even though your brand is in the homes 
of more persons than any other brand 
. there may be danger ahead! 

A high percentage of ownership doesn't 
necessarily mean that your brand is 
leading in consumes preference. In fact, 

it may be “slipping.” 

Just such a slip can: be detected in the 
consumer preference for aulomatic wash- 
ing machines, in St. Paul for 1952, Here 
14 per cent of the families own auto- 
matic washing machines, with one brand 
(A) having the highest percentage of 
ownership. 

It would seem to appear from these 
accumulative figures that Brand A is 
leading consumer preference in St. Paul 
since it is in more homes than any of 


the other brands. 


ACCUMULATIVE OWNERSHIP 


Machine A 
Machine B . 


Machine C , 
Machine D . 
Machine E . 


But now let's take a look at the per- 
centage of these families owning auto- 
matic washing machines WH 
BOUGHT THEM IN 1951: 


CURRENT SALES 


Machine C .........17.7% 
Machine E .........14.2% 


Machine A .........14.2% 
Machine D .........11.5% 
Machine B ......... 9.7% 


Brand A... which is in twice as many 
homes as any of the other brands... 
has slipped to a tie for second place in 
1951 sales! These current data show that 
consumer preference in St. Paul has 
declined for Brand A in favor of C., 


Steps to correct this dangerous trend 
in’ consumer preference could be taken 
only after Brand A's "'slip'’ was found 
to be "'showing."" Has your product 
slipped in the St. Paul Market? The 
answers to this and many other questions 
are available to you. 

Write Consumer 
Analysis, St. Paul Dispatch-Pioneer Press. 
Please specify classification (s) or prod- 
ucts in which you are interested. 


Dispatch 


Sas 


Pioneer Press 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK © CHICAGO « DETROIT 


1970 DISPLAYS 
IN 60 DAYS... 


moves merchandise 
in Northern Ohio 


‘mer GHAINdising IN ACTION! 


the SPOT for SPOT RADIO 


Sales boosts reported: from 31% to 200% on products 
ranging from soaps to cereals—from desserts and drinks 
to dog food! 

With MerCHAINdising you contract for WGAR’s effec- 
tive selling, plus tie-in displays in 197 outlets of two leading 
national chains. It stimulates sales by powerful advertising; 
clinches sales at point of purchase. 

Learn what WGAR can do for you. Send for the new 
MerCHAINdising plan book with all the answers. 


RADIO... AMERICA’S GREATEST {| m | WGAR Cleveland + 50,000 WATTS » CBS ‘y Represented Nationally by The Henry |. Christal ‘o. 
ADVERTISING MEDIUM ey) EASTERN OFFICE: 665 FIFTH AVE., NEW YORK CITY In Canada by Radio Time Sales, Ltd., Toronto. 
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But businesses are living organisms . . . owned and manned by 
people, with the object of influencing, profitably, other people. Busi- 
nesses involve cooperation and understanding among people. Manage- 
ment’s primary job is to develop people. 


Note that more than half of Ralph Cordiner’s synonymns might 
be called educational: coaching, explaining, guiding, influencing, in- 
structing, making clear, making known, showing, teaching, telling, 
and training. 


We wish he had included stimulating and inspiring. 


These are management, too. 


What is a Fair Profit? 


For the first 6 months of the year the net income (after taxes) per 
sales dollar of manufacturing companies dropped from 1951’s 6.9 
cents to 5.7 cents. This compilation was prepared by the National 
City Bank of New York on the basis of 460 reports. 


Dividend payments by the same corporations for the first half 
showed an increase of 5% in dollar total, highlighted by an increase 
of 20% in the oil refining group. 


Those are the figures, and we do not attempt to answer the ques- 
tion: Are profits too little or too much? 


The Warner & Swasey Co., Cleveland tool manufacturer, does 
undertake an answer in one of its generally splendid “institutional” 
advertisements in Newsweek, which says: 


“Excess profits’ is a silly phrase. If a company ever did make too 
much money, there would be a stampede of new companies entering 
that business. The new competition would cut down all profits in a 
hurry. That’s the free part of free enterprise. . . . You can be sure 
it was someone with no knowledge of the facts of industrial life who 
named it ‘excess profits tax.’ It should be renamed and called what 
it is: Excess tax.” 


We believe that both the logic and the timing of that statement 
should be questioned. Perhaps it was true in grandfather’s day that 
there would be a stampede of new companies into any industry where 
one unit was making too much money. Then it didn’t take a big wad 
to get started. But today let’s assume that other businessmen decide 
that General Motors or G-E is making “too much” money. 


What can they do about it? Perhaps Henry Kaiser had that idea 
about General Motors. The bald facts show not only that he hasn’t 
cut down GMs profit, but he has plowed in many of his own mil- 
lions and those of stockholders without getting any profits back. Most 
businessmen wouldn’t everi attempt to buck such competition. 


So we doubt that Warner & Swasey could prove to the satisfaction 
of anyone that “there would be a stampede of new companies... . 
that would cut down all profits in a hurry.” 


On another ground we feel that the argument is ill-timed. Through 
no fault of the advertiser, the page happened to appear almost simul- 
taneously with the release of the Bureau of Labor Statistics’ survey 
pointing to the pitiable plight of the average urban householder who, 


after paying his own taxes, finds that he has spent 6% more than he 
took in. 


SM doesn’t “buy” that survey, and it is commented upon in 
“Significant Trends” this issue, but nevertheless it has been played 
up in the press and over the air waves. With families down-in-the- 
mouth about their higher taxes and their higher living costs, any 
statement that no corporation could ever make too much money is 
pretty sure to get the old Bronx cheer. 
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“Tacoma Coverage 
is Essential for 
Successful Selling” 


says Robert G. McCabe, 
Merchandise Broker, 
Seattle, Washington 


The R. G. McCabe Co., Inc., 1054 
Fourth Avenue South, Seattle, is one 
of the largest food brokerage firms 
in the Northwest representing well- 
known, nationally advertised products. 


“We know from experience that 
Tacoma is an absolute essential 
in selling the dominant Puget 
Sound market of Washington 
State,” Mr. McCabe says. “Un- 
less Tacoma is covered — by 
local, on-the-spot advertising— 
sales promotions fail to get full 
impact. Tacoma is a separate 
and distinct market in itself— 
and mighty important to us.” 


Think twice about Tacoma! It's 
a separate, distinct, important 
market. It's covered ONLY by the 
dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Seattle and Tacoma cover- 
age every time. Ask Sawyer, 
Ferguson, Walker Co. 


The 
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News Tribune 


Over 82,000 Circulation, A.B.C 
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They fly 

a space ship- 
New York 

To los Angeles / 


Every Tuesday, the mighty space ship 
of Tom Corbett — Space Cadet leaves 
from New York for Los Angeles and 
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seventeen cities in between — on film! 

This popular TV program must ar- 
rive on time, and it always does. The 
films are shipped via the world’s fastest 
method — Air Express! 

And each 5-lb. shipment to Los 
Angeles costs only $5.94 — 12% To 
30% LOWER than the other commercial 
air services! 

Air Express is a nationwide carrier, 
giving shipping room to receiving room 
service — and at lower rates, in many 
weights and distances than any other 
commercial air service! 
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Next time you ship, express yourself 
clearly. Say Air Express! Division of 
Railway Express Agency. 

1952 — OUR 25TH YEAR. 
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SIGNIFICANT TRENDS 


As seen by the Editor of Sales Management for the fortnight ending September |, 1952 


ARE FAMILIES OVERSPENDING? 


The most disquieting news story of recent months was 
issued August 16 by the Bureau of Labor Statistics. 
Based upon a 1950 survey among 12,500 urban families, 
they claim that spending (including taxes) was 6% 
beyond income, and that the picture is relatively the same 
today because both living costs and earnings have climbed 
at about the same rate since 1950. 


It’s disquieting news if it’s the truth. 


If families have to dig into savings or run into debt, 
and do it consistently year after year, we seem to be 
headed toward collective bankruptcy—or a tightening of 
purse strings which will markedly reduce spendings for 
goods and services. 


The purpose of the survey was to provide a base for 
new cost-of-living index beginning in January 1953, and, 
of course, the BLS is most interested in wage and clerical 
workers. Many union-management contracts, General 
Motors for example, are tied in with the BLS index 
figures. 


The survey was made “with meticulous care,’ so BLS 
claims, by investigators who interviewed family heads on 
their income and expenditures. 


Is the Picture So Bad? 


Several factors make us wonder whether the picture 
is as bad as it is painted by BLS. 


Researchers experienc ced in gathering income statistics 
are virtually unanimous in agreeing that family heads 
are inclined to understate their incomes to strangers, and 
particularly to government investigators. They have 
enough trouble as it is with the Bureau of Internal 
Revenue ; why borrow trouble by mentioning a few items 
of money income which they “forgot” in preparing their 
tax return? This forgetfulness is most prevalent among 
clerical and wage earner families where several members 
ot the family are workers. So it is very probable 
that the average urban family income of $4,700 in 1950 
ls an understatement. This, the BLS states, is a mean, 
or arithmetical average, not a median. 


his tendency to “forget” is even more phenomenal 
ar | C . . 
with the self-employed, who are not subject to with- 


holding deductions. Over the years the annual estimates 
of cish income from farming as prepared by experts of 
the bureau of Agricultural Economics are approximately 
doubie the cash receipts as admitted by farmers on their 
iIncoine tax returns. 


experts in income estimating agree that urban 
incomes in dollars are materially higher than rural and 
far —, SM’s own carefully-prepared studies (see 
Survey of Buying Power) indicate that urban income 
even after taxes is at least 20% higher than the national 
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average. If we take at face value the BLS urban family 
figure of $4,700, then the U.S. average could not be 
higher than $4,000, which would mean in 1950 a na- 
tional income before taxes of about $175 billion. 


Yet on the same day that one branch of the government 
— the BLS of the Department of Labor — released its 
figures, another government office, the Department of 
Commerce, released revised estimates for the same year, 
1950, of $217,672,000 as the national income figure 
before taxes. 


That leaves the BLS “short” by $41 billion, or 19%. 
Savings Aren't Expenditures 


Perhaps the most misleading element in the analysis 
as reported by the press and over the air is the failure 
to detect two conspicuous items of savings which are listed 
in the BLS report as expenditures. 


The average urban family spent $218 for insurance 
of various kinds and $225 in payment of principal and 
down payment on owned homes. Of course, some of the 
insurance payments were for such types as fire, theft and 
accident, but it seems a reasonable guess that at least 
$100 of the $218 went for life, retirement and annuity 
insurance which has a definite cash value. 


PERSONAL INCOME 
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BLS claims we spend even more. 


2! 


SM counsels its readers not to get unduly excited by 
the scare headlines which have been coming out on this 
BLS report. Incomes very probably are considerably 
greater than were reported, and nation-wide there was a 
net increase in liquid savings for the year 1950 of $11.2 
billion. 


Readers who wish to make their own analysis of the 
report should get the August issue of the Department of 
Labor’s Labor Review, Washington 25, D.C. 


MORE HELP FROM COMMERCE 


Regardless of how the election turns out, we can expect 
more marketing help from Commerce. That is, the 
present incumbents promise it, and those who can re- 
member back that far will recall some of the Hoover 
innovations, such as the first distribution census in 1929. 


Secretary Sawyer is setting up a section to facilitate 
“proper distribution” of our goods here and abroad, and 
with the help of the Committee for Economic Develop- 
ment and the National Distribution Council, a study of 
markets will be available early next year. 


“Industry must make its distribution methods as effec- 
tive as its production techniques,” Sawyer says. “In our 
desire to stimulate production, as a method of raising the 
standard of living and meeting the problems of inflation, 
we have been tempted to neglect, and to a certain extent 
have neglected, the element of distribution.” 


Certainly, it’s a step in the right direction. With 
more and more publicity on the importance of selling, 
the sales executive will find that he is operating in a 
more favorable climate, not only on the outside, but 
within his own organization. 


PASSENGER CAR 
REGISTRATIONS 
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1952 figures are considerably down. 


SIGNIFICANT SHORTS 


The slump in foreign trade further accents Sawyer’s 
remarks, for it is bound to affect all business. You may 
not sell a penny’s worth of your product or service for 
export, but you won’t do as well here if the present trend 
continues. We sell 35% of our wheat abroad, 40% of 
our cotton, 15% of our trucks, 20% of our typewriters 
and tractors. 


Well worth the dollar bill it will cost you is NSE’s new 
“Planning Guide for Competitive Markets’ because it 
offers a practical guide for preparing the manufacturer— 
wholesaler — retailer — community — for the day, prob- 
ably not far off, when the factories will shift from weap- 
ons of defense to greater mass production of consumer 
goods. Faus Solon, v-p of Owens-Illinois Glass Co. and 
chairman of the group that prepared this planning guide, 
aptly refers to the “mountains” of merchandise which 
must be sold when defense contracts level off and we find 
ourselves once more in a period of competition. . . . Take 
SM’s word for it—this booklet is worth many times the 
dollar cost. Write National Sales Executives, Inc., 136 
East 57th Street, New York 22, N.Y. 


The so-called "disaster" areas aren’t really that at all, 
and they shouldn’t necessarily be considered as_ being 
subnormal sales territories. The law makes it necessary 
for the Department of Agriculture to use the designa- 
tion “disaster” if the area is to be made eligible for 
emergency loans and lower freight rates. Some of them 


are “disaster” for one crop only, and that crop may be 
inconsequential in relation to the state’s total economy. 

Keeping away from politics is always a good ales 
rule, but in the coming presidential campaign there is 
little or no excuse for getting embroiled in_ political I 
arguments with customers. As the Research Institute of 
America points out, the platforms and candidates are . 
not far apart on most vital issues and in both camps I 
there is “an atmosphere generally more favorable to busi- V 
ness enterprise and less conducive to abuse of power by t 
unions and government agencies.” 

A fine tribute to salesmen is paid by Clyde Williams, 
a research executive and director of the Battelle Memorial 
Institute in the June 1952 issue of the Battelle Technical 
Review. He says: 

“These people also serve another function — one not 
always too well recognized and appreciated. ‘They are 
the most avid advocates of product improvement, economy 
in production, and competition. They not only encourage 
research and technical improvement, but agitate for and 
demand it. Nothing is so effective in persuading a board 
of directors to take positive action on a proposed progan | 
to product research as a sales executive’s insistence that ; 
improvement is necessary to meet competition. 

l 


“People who sell are more than distributors of goods 
They are the eyes and ears of the company. They ar 
the ones who come in direct contact with the distrib: to! 
or the customer. They know what the customer th aks 
of the product, what he expects of it, and how it stack: 
up against that of the competitor.” 


PHILIP SALISBURY 
Editor 
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a If you are interested in selling the multibillion-dollar Aviation Age publishes a bimonthly aviation Market 
_ aviation market, Aviation Age offers you its help. Intelligence Letter. We will be glad to add your name 
‘amps In order to pinpoint the market for your product in this to our list. 
busi- vast, complex and shifting field, you need the answers Also available is Aviation Age’s valuable Market Data 
er by to some or all of these questions: File, containing extensive, detailed information about 
What are the short-term and long-term prospects the aviation market. A copy will be sent you free of 
of each of the many divisions and subdivisions of the charge, upon request. 
_— aviation market? . , ‘ : 
a What is the best market for your product—the mili- ped pons Pe sega engi ken ——_ sed ~ won 
ri nner ° you and discuss your problems. They may be able 
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Who are the key men responsible for buying your the coupon below. We ask only that your interest in 
e not product or approving its use? How do you identify selling the aviation market be genuine. 
y are them? How do you reach them? 
nomy How do you get your product engineered into to- 
urage morrow’s aircraft? If your product meets performance 
r and specifications, what is your best medium for reaching 
board aviation engineers and designers? 
’ hat Aviation Age may be able to help you answer these and Aviation Age Market Data File 
many other similar questions. We have grown up with 
the aviation industry. Complete information on the 
latest developments in aviation is in our files. We know AVIATION AGE “‘Aviation’s technical magazine” ‘"* 
roods who the key men are, and where they can be reached. A Conover-Mast Publication 
Vv are = a tee : 205 East 42nd Street, New York 17, N. Y. 
butor As part of our responsibility to the industry we serve, 
hinks we will be glad to place our intimate knowledge of the ] Please send Market Data File. 
ae aviation market at your disposal. -] Please send Market Intelligence Letter. 
sat ) Pléase have representative call. 
Let us help you keep informed on the 
country’s leading market! ianae 
RY To help you keep abreast of the current market, and to —_ 
help you anticipate market trends and changes, Company 
LE NT Address 
City 


Bell Aircraft’s version of the transport heli- 
copter of the future will be able to ferry more 
than 100 passengers to and from airline ter- 
minals. This is only one indication of the con- 
tinued steady growth of the air transport 
industry. Another—United States aircraft man- 
ufacturers now have a backlog of orders for 
456 commercial transports ... over 3 as many 
as are now in operation on United States air lines. 


W. R. JENKINS 


Salesmen on the firing line cheered recently when William Robert 


(Bob) Jenkins, first vice-president of the Northwestern National Life 
Insurance Co., Minneapolis, was elected to the board of directors of 


the company. 


They thought it should have happened 10 years before. Jenkins always 
has been the salesman’s man, although he reluctantly admits he never 


has sold a life insurance policy. 


He joined the company more than 15 years ago and immediately be- 
came interested in problems of field agents. Ten years ago he was ap- 
pointed sales director of the company. Then in 1944 he was made 
a vice-president, and his election to the board follows. 

Bob holds degrees from University of Omaha and The University 
of Chicago. He has been a director of the Life Insurance Agency 
Management Association, of the National Federation of Sales Execu- 
tives, and of the Minneapolis Chapter of Junior Achievement. 


Costs Tumble When Northwestern 
Gets Grip on Turnover Problem 


With 40% fewer salesmen than it had 10 years ago, today 


Northwestern National Life Insurance Co. is doing two and 


one-quarter times the volume. In that same period over- 
head costs per $1,000 worth of business dropped 24%. 


Based on an interview with W. R. JENKINS 
First Vice-President, Northwestern National Life Insurance Co. 


How can excessive turnover of 
salesmen be cut to a satisfactory 
level ? 

Northwestern National Life Insur- 
ance Co., Minneapolis, made a major 
project of finding the answer to that 
question. And after more than 10 
years of hard work, the company has 
come up with results: 


1. By stabilizing and improving 
earnings of older salesmen, and fol- 
lowing a strict program in selecting 
and training new salesmen, the com- 
pany has reduced salesman turnover 
between 65 and 70%, reduced the 
total force by 40%, while sales vol- 
ume has more than doubled. 


2. Overhead cost per unit of busi- 
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ness obtained has been reduced 24%, 
making more money available for di- 
rect investment in salesmen. 


3. By reduction of recruiting and 
resultant savings, the company sees 
the way clear to spend $450,000 a 
year to improve its sales force—and 
is confident it’s a wise investment. 

NwNL doesn’t think it has found 
all the answers to the why of high 
salesman turnover, or all the cures 
for the problem that perpetually 
plagues most sales executives. It isn’t 
sure that some of the answers are en- 
tirely correct. The company does 
concede, however, that a 10-year test 
indicates it is on the right track. 

As the depression of the 1930's 
began to recede, the company decided 


that high turnover of salesmen was a 
major project to be tackled. 

W. R. Jenkins, then in charge of 
research, contends that the problem 
of sales turnover is similar to the 
problem of trying to fill a bathtub 
without a stopper. Without the stop- 
per, a lot of water has to run in to 
maintain a working level. 

The company proposed to put the 
plug in the sales force drain by: 

. .. Stabilization of the older and 
better salesmen, to tie them tighter 
to the company by increasing their 
training and earnings, and eliminating 
less productive men. The consensus 
was that “in any company in’ which 
there is a majority of unstable men, 
there is discontent and a tendency to 
believe that it can’t be done.” 

. .. Careful selection of new sales- 
men who would be put under rigid 
post-selection standards and rapidly 
eliminated when they failed to meet 
the standards. 

Early in the program, the company 
learned that pre-hiring tests left much 
to be desired. The company finally 
settled on three tests it feels give the 
maximum information about a pros- 
pect before he is seen in operation: 

Personal history rating sheet: 4 
record of the man’s past history and 
experience, weighted to show whether 
it corresponds with the history and 
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experience of the most successful men 
now in the business. 

Aptitude index: a psychological test 
to snow whether the candidate has 
aptitude for and the interest in con- 
ducting the kind of business activity 
called for by the insurance business. 

Social interest test: a record of the 
man’s social activity and personal 
leadership to determine the scope and 
nature of the market he could de- 
velop. 

Time required for the combined 
tests is about two hours for the aver- 
age candidate. 

As new salesmen met the prelimi- 
nary tests and were put to work, 
NwNL devised a plan for early iden- 
tification of men who had top sales 
possibilities and those who were not 
fitted for the work. This is done 
while the man is taking his elementary 
on-the-job training with field trainers. 

The first month of employment is 
_ written off as a period of transition 
in which little can be determined, but 
progressive scoring charts are pro- 
vided, to be filled out by new agents 


Graphic Story of 
Northwestern's Attack 
On Turnover: 


(Charts at right) 


Chart I: Northwestern’s sales force 
sa today is about 40% smaller than in 1940, 
yet the year-round stabilized agents 
of group (shaded area) is a little larger 
lem than in 1940. Reduction has come in the 
the “floating” in-and-out group, which has 
tub been reduced nearly 70%. 
a Chart II: Results of the program have 
been satisfactory both to the individual 
the agent and to the company as a whole. 
While company production gained 132%, 
ond production per man on the total force 
hter gained 291%. Gain was most pronounced 
heir among new men in their first year; on 
ting the average, they now produce five times 
asus as much as new men produced during the 
hich earlier period of fast turnover. 
nen, Chart III: This is the pay-off. Notice 
y to that the cost of selling each $1,000 worth 
” of business has actually been reduced 
eee during the 10-year period of rising prices 
igid and wages, the reduction in unit cost 
idly being nearly 25%. This is in spite of new 
nect costs added by the program, amounting 
; tu nearly half a million dollars a year. 
—s In short, the stabilization program, while 
— costly, made it possible to reduce financ- 
- . ing and overhead costs by more than 
i‘ " 500, with a net over-all reduction in 
8% unit cost of 25%. 
- x Single figures above the dates at the 
e 4 bottom of Chart III refer to the foot- 
eae notes. Footnotes indicate timing of vari- 
ee ous steps in the manpower program. 
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TURNOVER HISTORY 
Total contracts in force in 1939 = 100 
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1. Renewal commissions increased on quality business to stabilize older men. 
2. General agents’ and managers’ expense allowances tied to quality business of men. 
3. Home office schools started 
4. Modest training subsidy added for new men in first 3 years 
.5. Divisional supervisory offices started. 
6. Managerial training inaugurated drawing all trainees from own sales forces. 


at the end of 60, 90 and 120 days. 
The charts are weighted for plus or 
minus on various factors in volume 
of business. (See page 27) 

New salesmen are given their 
scores and told what the scores indi- 
cate relative to chances of success in 
the life insurance sales field. General 
agents are instructed to discuss the 
scores with the new salesmen, to en- 
courage high-ranking men, and to 
frankly talk over the possibilities with 
men below standard. 

Men with low scores at the end of 
60 or 90 days are encouraged to seek 
other work to which they are more 
suited, and if there isn’t any change 
at the end of 120 days, the contracts 
are terminated. 

““A quick determination should be 
made,” managers are told. ‘“The man 
has a career at stake and the com- 
pany has an investment at stake.” 

The company’s investment in a 
salesman begins in earnest when the 
man has weathered the first 4-month 
trial. First, the man is called to the 
home office and his financial condi- 
tion is examined. 

Mr. Jenkins believes that loans to 
salesmen from the company or gen- 
eral agent, in the form of advances 
or loans against commissions, should 
be kept to a minimum. Salesmen 
should be developed, he maintains, as 
successful, respected, solvent and 
truly independent contractors. He 
believes that loans destroy that inde- 
pendence and develop a debtor-credit 
relationship. Debt also frightens a 
salesman’s wife and discourages the 
man. 


Training Pays Off 


During the straightening out of 
finances, the salesman is granted a 
monthly subsidy, not to be repaid, 
with which to stretch out earnings 
during early months in which sales 
are built up. The subsidy, paid in 
addition to commissions, averages 
about $70 a month. 

The salesman is then sent to school 
for more advanced training. The 
company concedes that the new sales- 
man cannot be fully educated in the 
insurance business during the course, 
but feels the salesman will have a 
definite advantage in knowing that 
he has received sound training. 

With the older sales force stabil- 
izing and the training program in 
effect, astounding figures began to ap- 
pear in sales force turnover: 

... Lhe number of new salesmen 
hired during a calendar year, which 
had been as high as 38.7% of the 
total agency force before the program 
was launched, dropped steadily with 
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the exception of one war year. Dur- 
ing 1951 it was 15.8%. 

. . . The number of salesmen in- 
ducted and terminated within one 
year, which had been as high as 
13.6%, dropped last year to 3.3%. 

. . « [The number of men on the 
sales force throughout a year, as low 
as 39.7% of the total during depres- 
sion years and before the program 
was begun, climbed steadily to 70.4% 
in 1951. 

Figures show, incidentally, that the 
stable section of a sales force will do 
80 to 90% of the total business re- 
gardless of whether the stable section 
is large or small. 

Before the program was put in 
operation, the salesmen who had been 
with the company year in and year 
out did 80.4% of the total business 
of the company. During 1951, with 
an increase in the proportion of sales- 
men permanently with the company, 
and a 70% reduction in turnover of 
men, the stable force did 89.6% of 
the business. 

The fact that a large floating or 
turning sales force contributes so little 
to the total result, while adding 
greatly to cost of operation, has con- 
vinced the company of the soundness 
of maintaining a small, compact, 
stable sales force. 

“The net of the situation,” Jenkins 
says, “is that we now do two and a 
quarter times the volume we did 10 
years ago, with approximately 40% 
fewer salesmen. We can now main- 
tain our sales force at par by hiring 
only 30% of the number of men 
necessary to do that job 10 years ago.” 

How reduction in sales force turn- 
over leads to reduced overhead cost 
is shown by this example: 

When NwNL was hiring upwards 
of 50 agents a year in Minnesota, it 
had leased an entire floor in one 
Minneapolis office building for this 
purpose and believed eventually more 
space would be required. 

That section of the office force had 


3 managers, 6 supervisors and an 
office staff of 16. Today, with reduc- 
tion in hirings, the unit operates with 
half a floor, with 2 instead of 3 man- 
agers, 3 instead of 6 supervisors, and 
11 office employes. Meanwhile, vol- 
ume has more than doubled. 

Reduction in recruiting has taken a 
tremendous load from the shoulders 
of agency managers. Where once 
managers were prodded regularly to 
submit names of potential salesmen, 
they are now warned at the beginning 
of a year that they will be permitted 
to nominate only 1, 2 or 3 persons, 
whatever the number may be, as po- 
tential salesmen. 

This prompts managers to submit 
only names of persons likely to suc- 
ceed in the sales field. In addition, 
the company regularly brings in agen- 
cy managers to be instructors at the 
school for new salesmen. A manager 
up for a teaching term nominates 
only bright pupils. 

Proper servicing of accounts by 
salesmen is as important in the insur- 
ance field as it is in any other line of 
sales endeavor, Jenkins points out. 
Most insurance policies have to be in 
effect several years before the com- 
pany reaches the break-even point, 
and that’s where a stabilized sales 
force again proves its value. 


A Bonus for Persistence 


“T believe that increasing empha- 
sis on renewal earnings based on high 
quality business is a powerful factor 
in holding older men who have sub- 
stantial volume of business on the 
books,” says Jenkins. “The industry 
can well afford to pay for high qual- 
ity stabilized business, and if it shares 
its profits from such business to an 
increasing extent as the salesmen 
grow older in service, the business is 
not likely to lose men.” 

Along with the sales training pro- 
gram, NwNL has developed a man- 
agerial training program, which in- 
volves 2 years of intensive full-time 
training work on salary from the 
home office. 

“During the last 10 years we have 
not taken a man from another com- 
pany to put into a managerial post or 
general agency post,’ Jenkins points 
out. 

“This program has overcome te 
normal tendency for bright young 
men to be receptive to or keep an eve 
on other company offers of manae- 
ment. We tell our brighter young 
men that if they want management 
and are fitted for it, we will train 
them at our expense. That is an im- 
portant part of stopping turnover of 
your best men.” 
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NORTHWESTERN Vational LIFE 
INSURANCE 


MINNEAPOLIS * : 


m. COMPANY 


ar MINNESOTA 


PROGRESSIVE SCORING CHART FOR NEW AGENTS | 


At End of 60 Days 
Agent Date of Contract_— a 
Agency. Date of This Report. 
Production Factor Weight Production Factor Weight 
l. Written Volume 1. Paid-Initial Volume 
Unidos SG000- 5b spe. — 16 Dre BR oss ose o — lI 
DO OO-G UT OOO ssa stv ences ges 0 SOOO GI inosine 0 
$18,000 and ovef..-<..2..55...-..2..::... +. 12 SOOO BE ON OE oon {- 9 
2. No. of Policies Written ” No. 45 f Policie — Which 
: Initial Premium was Paid 
bees Them Bo..56. kiias cca — 17 
: One a — 9 
3-6 Seen neeeceaeseserenennemascaeeenenwenasasesennes a 3 1-2 Hae GEL tig he 0 
Que 6 q.......ncesinscinlhesth pce secs + 12 Oe ec ee ae 
3. Settled Volume 6. Size of Largest 
Under 460080 5... — 15 Policy Written 
G4,G0O-G11 OOO nn coi. nee 0 Under $5000 3s ca. — 12 
$12,000 and owls + 14 $5,000 and Over... . + 12 
3 Production Factor Score 
].  Wettn Volante’). 
2. No. of Policies Wiittet....2.5,.0- ieee 
3. Sete VONUNO. ioe icccck ec jas 
4. Paid-Initial Volume .......-.0000 cc, Ph 
3. No..of Paid Policies..;....:002.5.04, 7,05 | te 
6. Sine of Largest Policy --....0.5.0. cae 
fi | Spee Oa eee eee eC GO or 


THE NEW MAN—IS HE GETTING AHEAD? North- 
Western's three progressive scoring charts are important aids to 
tie management men under whom the trainees go to work. There 
are three of them: one to be filled out at the end of 60 days 
show above); one to be filled out in 90 days, and one at the 
end of the first four months. Each differs in some degree from 
the other two. On the chart shown here, a score of +50 or 
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above indicates this agent probably belongs to the top 20 or 
25% of men placed under contract. 

A score of 0 to +50 means this agent is making a slow but 
perhaps promising start. Supervisors are asked to study where 
score needs strengthening. A score of 0 or less indicates either 
that the man is not yet devoting full-time effort to sale of 
insurance, or that he is not fitted to life insurance sales work. 
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CLEAN IT YOURSELF... John B. Howey, an 
ex-Nebraskan, has a new job. He’s general sales 
manager for a “revolutionary” rug cleaner called 
“Glamorene” which has commercial rug cleaning 
firms chewing their Axministers. Glamorene’s been 
on the retail market only a few months but already 
it has racked up such sales by dint of demonstra- 
tions in major stores all over the country and im- 
portant advertising, that the company felt it needed 
a man with Howey’s long sales experience in the 
houseware chemicals, drug and grocery sales mar- 
kets. He was with Addressograph Co. for 11 years, 
was gsm for the Spandy Co. Now he’ll help de- 
velop an orderly growth and expansion for Glam- 
orene on a sound policy basis. . . . Glamorene got 
its first real crack at a market when Marshall Field 
promoted it in September, 51. The store sold 800 
cases by phone, breaking all records for houseware 
chemicals. Until then the product had been sold to 
hotels, institutions, airlines. With no real sales 
force, Glamorene found itself $1-million behind in 
orders, hired manufacturer representatives to lick 
the problem. . . . Howey will see to it that the 
supply is available where and when it’s needed... . 


They're in the News 


BY HARRY WOODWARD 


HE HIRED A HORSE and cutter and went on the road withf bu; 
six trunks of rubber footwear. That was 47 years ago. Today she 
Jack Schmahl is celebrating 50 years of service with United cov 
States Rubber Co.—all but three of them as salesman. This son 
remarkable guy—who’s an authority on birds and lectures or fac 
them during his non-business hours—isn’t a Willy Loman In: 
He’s a past president of the Buffalo Floor Covering Organiza Ga, 
tion, introduced foam sponge to many stores in his area, workec yig 
his way up to district manager of footwear sales, then trans giy 
ferred to salesman of foam because he thought it had mort®® the 
sales possibilities. Says Jack: “Selling is a constant education— J act 
the most important phase of any business. Without successfu typ 
salesmanship there won’t be any business. When you success & lin 
fully sell, you do something for your fellow man. You heli f+, 
create jobs, keep money in circulation, help make it possible 
for people to enjoy the good things in life. Selling helps makt® , * 
America the great country it is.” Jack’s also an honorary mem #4. 
ber of Boy Scouts, president of US Rubber’s 25 Year Club® ,;, . 
Buffalo branch, and a bird bander for the U.S. Governme 


_ This something big has been happening to some sheet manu- 
rers—all because of the first really new “wrinkle” 
oman’ in sheets in years—the fitted sheet. Recently M. Gordon 
a Pacific Mills executive (he’s merchandise super- 
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THE BIG IDEA... All these years women have been 
1 with buying sheets—when they needed them. Sheets were 


[oday§ sheets; you could spend a little or a lot for them; you 
Jnitec i could 


the Year” by the linens and domestics industry for his 


THE SEARCH... for a man with experience in every phase of 
retail selling, a man with executive training, a man with a high 
national position in the merchandising field has ended. And C. Clair 
Knox, no stranger to these pages, has become president of Rexair 
Division of Martin-Parry Corp. Rexair’s principal product is an air- 
conditioning and cleaning unit, merchandised through 200 distribu- 
tion centers and several thousand dealers in the U.S., Honolulu, and 
Canada. It’s aiming at annual sales of 1,000,000 units. An Iowa boy 
who began his business career as a college sophomore when he started 
as a salesman for Real Silk, he continued with that company after 
college, rose rapidly to v-p in charge of merchandise and sales. This 
August he was appointed a member of the National Distribution 
Council. 


have them in white or colors or with designs. But 


for Pacific’s Cotton and Rayon Division) was 
a sterling silver tray and the handle of ‘““Man of 


ements in developing and popularizing this new 
heet which has housewives praying their old bed 
will hurry up and wear out. At the moment 
sheets account for from 25 to 50% of total sheet 
n most leading stores and the percentage is steadily 
Not content with helping to develop this new 
which was a terrific flop when Pacific introduced 
9), Gay is spearheading promotion of a top sheet 
|, fitted like its companion. 
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FOR EXAMPLE: 


ADVERTISING ALONE HELPED, but when the olive 
folks went out and 
play, sales increases 


fought for dominant dis- 
often 


were spectacular. leaped to 


More Ripe Olives on 
American Dinner Tables 


A cooperative advertising and merchandising campaign 
sponsored by Olive Advisory Board is producing these 
results: 


In spite of a record pack, prices have stiffened from 
$150 a ton in 1947-48 to an estimated $307 a ton for 
this year. 

2. Tie-ins with related products have stimulated dealer 
interest to the point where the product is getting 
dominant display. 

3. Seasonal up's and down's in sales are leveling out. 

4. Ripe olives are steadily moving away from "special 
occasion" food to purchase for everyday use. 


itself out of the postwar slump by 
assessing itself for a cooperative ad- 


When an industry gets together 
for a broadside promotional attack 


display: 36 cans. 
183 cans. 


on its common problems, everybody 
profits. Here’s another example: 
ripe olives. 

In 1948 the California olive indus- 
try took the first step toward lifting 
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vertising program (under California’s 
Department of Agriculture Market- 
ing Act). As a result, growers earned 
substantially more a ton for their 
product than during prewar years. 


In this store, sales for a week with no 
With this display, in one week, sales 
Even big chains were impressed. 


Sales volume climbed 10% 


showed we were on the right track,’ 
says R. W. Henderson, manager 0! 
the Olive Advisory Board, San Fran- 
cisco. But the Board, 
members, and California ripe olive 
processors and distributors realizec 
that they had not solved two deep 
seated problems of the industry: 


1. Wholesalers and retailers bough 
quite heavily during the first thre 
months of the year to replenish stocl 
from new pack — with subsequen 
buying tapering off to a much slowe 
pace during the spring and summe 
months. This indicated that the prod 
uct was not moving consistently t 
the consumer. 


2. People thought of olives—\he! 
they thought of them—as item: 10 
holiday or festive use only, not 4s ‘ 


part of daily diet, although ripe «‘ivef 


have good food value. 
The ill effects of the failure to tac 

and solve these problems had_ bee! 

obscured during the war years whe 
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a year. 
This was satisfactory progress. “It 
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imports from the Mediterranean were 
cut off, and the shortage of cooking 
oils gave California oil men a lush 
and profitable market. 

The marketing order was set up 
during the postwar readjustment 
period when growers’ returns, for 
canning and oil uses, dropped from 
an average of $374 a ton (1946-’47 
crop) to an average of $150 a ton 
(1947-48 crop). The industry was 
assessed on the basis of $12 a ton ($6 
a ton from growers, the same from 
packers) and the industry advertising 
program got under way in the spring 
of 1949, 

Most of the initially modest budget 
went into magazines. There was lit- 
tle or no contacting of the trade or 
point-of-purchase follow-through. But 
the unspectacular nature of the cam- 
paign, to use Henderson’s description, 
was deliberate because, as it turned 
out, during the first two years under 
the marketing order, small crops 
placed the product in short supply 
and the heavy carry-over which ac- 
companied the sudden postwar slump 
was moved rather easily. 

But by last fall olive men had an 
extraordinarily large crop. The pack 
became the biggest the industry had 
ever put up, and it was obvious that 
the catire selling approach had to be 
chanced. The industry had leaned 
heav'ly on national advertising, ex- 
pected it to do the job alone. Says 
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RUNNING MATES—other grocery products that combine 
logically with ripe olives—used as a promotional device, 
helped to gain the interest of grocers who might not have 
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Henderson: ‘We realized we had to 
get out and solicit active trade sup- 
port.” 

In analyzing why retailers neg- 
lected California ripe olives in their 
store merchandising and advertising 
except on a few special occasions such 
as Thanksgiving or Christmas, the 
Olive Advisory Board found two 
main reasons: 


1. Merchants had _ never been 
shown the volume a store or chain 
could develop on this high-margin 
item. Neither had they been told 
what the industry was doing through 
advertising to bring customers to 
them. 


2. The industry had not provided 
merchants with aids and themes to 
build store promotions and give con- 
sumers a reason for buying .. . in 
that store, 


With a modest promotional in- 
come, built up from about $162,000 
in 1948 to about $423,000 this 1951- 
"52 season, the industry could not 
afford a large corps of field contact 


Based on an interview with 


R. W. HENDERSON 
Manager, Olive Advisory Board 


responded to a special request for dominant display for ripe 
olives alone. Here's a Lenten event in which olives, Pet Milk and 
tuna got together to promote an easily prepared supper dish. 
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men. Four were selected and head- 
quartered in New York, Chicago, 
Oklahoma City, and San Francisco. 
A program was planned to yield the 
maximum return from their efforts. 
The program concentrated on sell- 
ing well-organized wholesale cooper- 
atives and volume-buying groups that 
served the independents — especially 
those putting out private labels—and 
the headquarters of the chains. It 
meant, over and above that, finding 
a way to get assistance from other 
industries with whose products olives 
might be jointly promoted and dis- 
played. And it meant development of 
attractive point-of-purchase advertis- 
ing material which would tie in on 
the one hand with the industry’s na- 
tional magazine campaign and on the 
other with local retail advertising. 
The original national campaign in 
the magazines featured “the Olive 
Bowl” as the mark of elegant enter- 
taining. Continuing that approach, 
the industry began to subordinate it 
to a more everyday—and every wom- 
an—appeal by boldly placing olives 
as the elegant touch in simple and 
economical but attractive recipes. 
Featured were salads, casserole, spa- 
ghetti, and sea food dishes graced by 
black olives in one form or another, 
all of which provided lively advertis- 
ing copy and colorful themes for dis- 
play material, giving retailers a reason 
for displaying olives—a high-profit if 


3t 


Make some extra money with this Lenten ‘‘natural’’. . 


Display 
Ripe Olives 
With 
Canned 

Fish 


| worth A 210% sates 
BOOST TO THIS GROCER 
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SALES INCREASE 103 cans ar 210 


oly ADVISORY BOARD 
16 Reale Street 


San bran 


Ripe Olives Clo 


ADVERTISED TO youR custo CUSTOMERS 


slow-selling item—with one, two or 
many fast sellers. 

The first related item recipe pro- 
motion was staged during the Lenten 
season this year—one with the Pet 
Milk Co. featuring a casserole dish. 
It was done up thoroughly with 
recipe advertising at the national 
level, pads of recipes for retailers to 
display and give away, striking point- 
of-purchase posters (shiny olive-black 
on sunny yellow highlighted with 
red), tie-in retail advertising mats, 
and photographs of recommended dis- 
plays. 

Note that this Lenten promotion 
was put on when retailers were nor- 
mally well stocked on olives—early in 
the year—giving them an opportunity 
to start the stock moving out. The 
recipe called for the purchase of at 
least 4 staple items: canned milk, 
canned tuna fish, frozen asparagus, 
noodles, in addition to olives. Ameri- 
can cheese, margarine, and a number 
of seasonings were also used. Almost 
any retailer could see the advantage 
of distributing recipes and featuring 
advertising that promoted that many 
items at one time. 

The initial attempt to familiarize 
consumers with ripe olives for every- 
day use accomplished several things. 
It made strides in establishing ripe 
olives as suitable for regular Lenten 
promotion, It was a useful opening 
wedge in contacting important fac- 
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CASE HISTORIES of successful 
olive promotions in food markets 
are used in merchandising 
papers to reveal profit possibili- 
ties. The copy names names, 
quotes figures, pictures the eye- 
filling display unit used at 
point-of-purchase. This adver- 


tisement from Progressive Grocer. 


tors in the food trade. Most impor- 
tant of all, it gave the industry an- 
swers to the question: What per- 
suades the trade to want to cooper- 
ate? For some important retail 
groups, even when given the well- 
organized Lenten promotion, were 
not interested in pushing olives. 

An example was a large national 
chain with headquarters in the Mid- 
dle West. Approached by the indus- 
try to tie in with the Lenten promo- 
tion, the chain management brushed 
it off with the remark that ripe olives 
were not a sufficiently important com- 
modity to play up to that extent. The 
negative response was reported to the 
olive packer who supplied the chain. 
He got busy with his brokers. The 
brokers, pointing out the high markup 
—between 25% at the bottom to 
35% for a big retailer such as the 
chain in question, persuaded the chain 
management to try out a two-week 
feature on olives, using industry 
material. 

Floor displays were built in the 
stores and olives were featured in 
retail advertising. The chain man- 
agement was surprised to find that its 
stores had sold, at the end of the test 
period, as many cans as they did dur- 
ing the entire previous year. It is 
hardly necessary to add that when 
the industry field man called the next 
time to present a special promotion 
on olives, an attractive summer theme, 


he was most welcome. He got behind 
the program with full cooperation 
and even initiated some advertising 
of his own. 

Of course, a case history such as 
that is made to order to convince 
other doubters, and the industry made 
good use of it. 

What that experience taught was 
that the industry did not have the 
trade sufficiently well informed, that 
some weak links were brokers . . . and 
that the weakness might be the result 
of lack of education. 

Another experience, this one with a 
chain operator in Kansas City, started 
the Board to think about its adver- 
tising. National magazine advertis- 
ing was doing a good general job of 
building consumer interest and desire, 
but chain store managers in Kansas 
were much more interested in news- 
paper advertising in their own neigh- 
borhood. Says Henderson: ‘We 
found it was easier to win local co- 
operation when we could point to the 
local advertising we were doing, or 
planning to do.” 

Immediately after the Lenten pro- 
gram, a summer promotion was plan- 
ned. Its theme was “Ripe Olive Po- 
tato Salad.” The Board developed a 
retailer display kit including recipe 
pads, colorful posters (olive-black, 


FREE @ take one 


Make Potato Salad this 
new and tastier way 


RIPE OLIVE 


btato Salad 


5 tvp Mayonnaise 


} teaspoon groted on 


2 cups. Bie 
i} ner. Pour over 
‘ool thoroughly. Cut 

re jneees. Dice eggs. Comi 
d potatoes, olives, eggs, celery, pickle 
pimento. Blend mayonnaise and onion and x 
Chill thoroughly. Serves 4t 


statoes to make 
potat 


ightly with salad 


like some more ideas? Send for free 
booklet “Elegant but Eosy Recipes 
with California Ripe Olives.’ Olive 
Advisory Board, Dept. 8-1, 24 Cali- 
fornia Street, Son Francisco 11, Calif. 


ripe olives 


FROM CALIFORNIA 


Dont, 
forget 


SOMETHING GOOD TO EAT: The clive 
folks dreamed up some toothsome supper 
dishes, salads, and appetizers utilizing olives 
as an ingredient, then spread the recipes all 
over kingdom come. Simple giveaway pieces 
like this one were placed near olive displays 
in food markets. Ads featured same recipes. 
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"Let's wait till we see how 


the election turns out." 


Ever since the days when the early Stone Age 
dwellers ventured forth from their caves, men 
have been inventing reasons for avoiding action. 
Yet the lessons of history have taught us that a 
week later, a month later, or even years later 
there will always be just as many seemingly valid 
excuses for delay. 


Sometimes failure to act is unimportant... or 
procrastination simply delays progress for a 
while. But there are occasions when a “wait 
and see” attitude can cause us to miss the 
boat entirely, 


This is one of those times. 


\mer ca has entered a decade of opportunity. 


Economie forces are at work which (regardless 


of political developments) are bound to produce 
a greatly expanded economy. By 1960, there will 
be 18,000,000 more people to house and clothe 
and feed. There will be 5,400,000 more families 
demanding automobiles, refrigerators, television 
sets and the countless other products of indus- 
try. To serve these millions, thousands of new 
plants will be built, filled with new equipment 
and consuming vast amounts of materials 
and supplies. 


The 1950’s are a decade of opportunity ... the 
markets of 1960 will be tremendous. But this is 
a moving, growing opportunity. It calls for 
action today. The companies which are planning 
now... and advertising now... will be strides 
ahead of competition in the years ahead. 


™ PENTON fSusine 


PENTON BUILDING e CLEVELAND 13, OHIO 
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yellow, and grass green) and adver- 
tising mats. 

Localizing and pin-pointing its ef- 
forts, the Board chose 29 markets in 
which to push the promotion. An 
8-week campaign was scheduled in 
newspapers, reminder-type copy, to 
appear simultaneously in all of the 
markets. The summer program was 
planned sufficiently in advance so that 
industry field men could advise retail- 
ers of what was planned and, in the 
case of large operators, get definite 
commitments on tie-in activities and 
exact dates when they would run 
their own advertising. 

A fourfold broadside (Summer’s a 
Comin’ . . . outdoor suppers. . . pic- 
nics... potato salad ... and profits) 
was mailed to retailers who could not 
be contacted personally. It presented 
highlights of the program, told them 
what to do, and included a return 
coupon to mail to the Olive Advisory 
Board specifying the number of ripe 
olive potato salad display kits they 
could use in their stores. 

Starting in May and continuing 
through June and July, the Board’s 
field men and as many packers and 
brokers and wholesale distributor 
field men as could be persuaded to 
cooperate, set to work to get as many 
leading retailers as they could to set 
up floor and shelf displays featuring 
the Ripe Olive Potato Salad theme. 
In many stores the related item tie-in 
was with salad dressing or mayon- 
naise. Some retailers varied the theme 
by promoting ripe olives with potato 
chips (“For picnic or party you'll 
need potato chips and ripe olives.’’) 
or arranged displays as adjuncts to 
the main theme. 


Seasonal Themes Are Popular 


The Board found that retailers 
were more likely to set up displays 
when a definite seasonal theme was 
offered. When the promotion called 
for display with related merchandise, 
the impact was greatly increased. 
This type of promotion has another 
advantage: It convinces retailers that 
the industry is not only interested in 
selling its product but in providing a 
continuing program to build business 
for them. 

Retailer interest in the summer 
theme has been enthusiastic. There 
have been more and better displays 
and more case histories of what retail 
promotion of olives can do to increase 
profits. 

Case histories are an important part 
of the industry’s program. They are 
used to shdéw other store operators 
how much volume on this specialty 
item can be built up. They are fea- 
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He [the cunning prospect] will 
try to outsmart, outdeal, and out- 
maneuver the other salesmen, but 
if he is convinced of your honesty, 
he will turn out to be a customer 
who trusts you and whom you can 
trust. 


How to Hold and Develop 
Customers 
By Charles B. Roth 


tured in advertising to the trade. For 
example, a store test showed that ripe 
olive sales during a week without any 
display amounted to 26 cans. The 
store then set up a display featuring 
olives and potato chips for summer 
picnics and parties. That week the 
store sold 183 cans—a 408% increase. 

California, where many retailers 
have done a good job on year-round 
promotion of ripe olives and where 
volume has been built up, provides 
good case histories for the industry 
to use in the same way. The Board 
has the example of one western chain. 
‘““A relatively small one,’ comments 
Henderson, “only about a hundred 
stores.” For a number of years this 
chain has had a policy of featuring 
ripe olives not only for the obvious 
occasions but for almost any week- 
end, particularly a holiday weekend, 
running specials tied in with floor 
displays. 

“Tf two of the largest chains in 
the country were to sell as many cans 
of olives per store for the year as 
that chain moved by its not too stren- 
uous efforts,” Henderson points out, 
“between them they would move well 
over half the olive pack.” 

The California olive industry’s ob- 
jective is to get major retail outlets 
to include olives in their regular ad- 
vertising and promotional activities. 
Almost all industry advertisements 
now, including those to the trade, 
contain a recipe featuring olives. 

A 16-page, color-illustrated recipe 
booklet brings together a sheaf of 
recipes for every meal and occasion, 
together with facts on ripe olives, 
nutritional data, and serving tips. It 
is called “Elegant but Easy Recipes 
with California Ripe Olives” and is 
made available to retailers for give- 
aways or offered in advertising. 

In between or along with seasonal 
themes the industry has a slogan 
which is used wherever advertising or 
literature goes. It includes a shiny 
black super-colossal ripe olive, usually 
on a sunshine-yellow background, and 


the words “Good Eating” and “Ripe 
Olives from California” in bold type, 
and the reminder: “How long since 
you’ve enjoyed ’em? Get some!” 

The program is relatively young in 
merchandising phases. As we have 
seen, it is only in the past few years 
that a definite bid for store coopera- 
tion has been sought. Already marked 
gains have been won. 

First, in retail grocery store adver- 
tising throughout the country olives 
are featured, not just for Thanks- 
giving or the New Year, but the year- 
round; and, even more gratifying to 
the industry, chain store and other 
large operators’ advertising is featur- 
ing the industry’s recipes. 

With this gain, the same and many 
more stores are getting into the habit 
of putting in shelf and floor displays 
of olives, usually tied in with seasonal 
themes, either in mass display or with 
related items. Stores that never 
allowed front-of-premise space for 
display, now take pains to build strik- 
ing displays. What the leaders do, 
the medium-size and smaller operators 
figure must be profitable and_ they 
soon follow suit. 


Sales Show Healthy Gain 


As a result of increased interest 
and action on the part of retailers, the 
industry sees signs of overcoming two 
of its worst handicaps: 

1. Use of the product is expanding 
out of the occasional and luxury cate- 
gory into everyday popularity. It is 
spreading out of California, where 
most people eat ripe olives, over the 
country and into markets where olives 
have been less well known. 

2. Retailers who stocked at the be- 
ginning of the year and never had 
enough turnover to bother to reorder 
are now preparing for a steadier, 
year-round movement of olives and 
are ordering accordingly. A 3i- to 
60-day turnover is becoming the buy- 
ing pattern, particularly with the 
larger operators. 

“We have good reason,” observes 
Henderson, “to anticipate a trend 
which runs counter to our past ex- 
perience of heavy first-of-the-year Duy- 
ing: much heavier spring and summer 
shipping. The first two months of 
our second quarter are substantially 
ahead of the same period last year and 
we hope that this will hold tru~ as 
the midseason advances. If the pres 
ent rate of gain continues, we should 
have a heavier summer movement 
than we have ever had. We do not 
doubt that it is a result of our "ew 
approach to merchandising whic”. ! 
turn, makes our advertising pa) 0° 
better.” 
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We Have A Client Who Is Oversold 


Here’s what their Divisional Sales Manager 
thinks about advertising under those conditions 
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"Right now we don't want 
more business, although 
there are a few customers 
yhose volume on our pro- 
duction line we would like 
to replace with an equal 
volume of a more profit- 
able type. 


"Under these conditions, 
our salesmen are not mak- 
ing calls on anyone other 
than their present custom- 
ers or the handful that 
they would like to get to 
replace the less desirable 
business. 


"That means that there are 
companies - and many in- 
dividuals within those com- 
panies - that we may be 
nighty glad to serve some- 
dey, but upon whom few, if 
any, sales calls are being 
made now. 


"Today's high turnover of 
personnel means that many 
newcomers may not know 
about our product. 


"Under these conditions, 
nothing but advertising 

can maintain contact and in- 
Still the reputation that 
we hope we will have in 

the minds of these import- 
ant buying influences, come 
the day we may need their 
business to beat the band. 


"But this can work only if 
we quit thinking of adver- 
tising as being necessar- 
ily a bid for immediate 
orders. 


"During the lest war many 
sales executives learned 
how to do this. They used 
advertising to keep their 
products and their facil- 
ities and abilities high 
in the minds of their post- 
war prospects. 


" — did it in such a way 
as to keep hundreds of 
prospects familiar with 
their products and serv- 
ices while, at the same 
time, making it clear that 
they were not in a pos- 
ition to serve them cur- 
rently. 


"This much is beyond dis- 
pute; that sales execu- 
tives who took the time 
and trouble to exercise 

a little ingenuity in find- 
ing ways to maintain con- 
tact with all known post- 
war prospects - 


" -—- to reach unknown post- 
war prospects - and to 
keep their company's name 
and reputation before many 
individuals in both kinds 
of companies throughout 
the war - 


" — these sales execu- 
tives emerged from a sell- 
ers! market into the rough 
and tumble competitive 
economy that followed, with 
distinct competitive ad- 
vantages! — 


"So, with our company, it 
is not a matter of shall 
we quit or not - it's a 
matter of putting our 
heads together and find- 
ing out how to perform 
this important interim 
function in such a way as 
to avoid attracting a 
high volume of currently 
unwanted business and, 


",.. at the same time, as- 
sure the company that as 
few prospects as possible 
will be permitted to for- 
get the advantages of our 
process and products. 


"The erux of it is this: 


How else are we going to 


maintain contact with the 
companies end individuals 
in those companies whose 
business we can't handle 
now but whose business we 
may be happy to have some- 
day? 


"Our immediate capacity 
may be oversold - But the 
good name of our company 
can never be oversold!" 


THE SCHUYLER HOPPER COMPANY 


| a 
< 


SEPTEMBER I, 


1952 


12 East 41st Street, New York 17, N. Y. * LExington 2-3135 


IDITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’ 
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What FTC Clash on Codes 
Means to Marketers 


If one group has its way, the Federal Trade Commission 
will warn sellers in advance with do's and don'ts on accept- 
able trade practices. But opponents hold out for interpre- 
tation of the Robinson-Patman Act only on actual cases. 


BY JEROME SHOENFELD °¢ Washington Editor 


Federal ‘rade Commission lawyers 
once more have squared off against 
each other and, naturally, it’s the 
Robinson-Patman Act they are fight- 
ing about. 

‘The first group, the revolutionaries, 
think that it can be paraphrased so 
that people will know beforehand 
just what is and what isn’t against 
the law. They want the Fair Prac- 
tice Rules, which FTC promulgates 
from time to time to this or that 
industry, to contain short paragraphs 
so lucid that any manufacturer will 
know, without asking his lawyer, 
whether he’s discriminating. Members 
of the Old Guard think that to para- 
phrase the Robinson-Patman Act is 
to stop enforcing it. 


Clash on Meanings 


The rules now published for vari- 
ous industries are much alike and are 
gotten up in the same way. There’s 
some great evil within the industry, 
usually involving the words with 
which companies describe their prod- 
ucts. The rules declare exactly what 
is designated by “taffeta,” “linen,” 
“chiffon” ; when a fabric may honestly 
be called ‘‘waterproof” rather than 
“water-resistant”; when a tire must 
be labeled ‘“‘retreaded.”’ At hearings, 
lawyers for one group of companies, 
often those under _ cease-and-desist 
orders, argue that the words in ques- 
tion have precise meanings; their ad- 
versaries deny this. After the adver- 
tising vocabulary has been compiled, 
FTC throws in odd bits of Commis- 
sion doctrine on the meanings of 
“free,” “guaranteed,” etc., plus stard- 
ard rehashes of the Robinson-Patman 
Act, which nobody pretends are il- 
luminating. Finally, a pamphlet is 


published. 
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Men who prepare this literature 
have just sent the Commission a 
memo, which proposes that Robinson- 
Patman strictures also be defined. In 
a given industry, for instance, it 
might be a matter of indecision as to 
just what are the prices from which 
there may not be discriminatory dis- 
counts. Are they what buyers pay or 
what suppliers get after actual or, 
perhaps, imputed freight has _ been 
deducted ? 


What Codes Would Define 


An industry might find that a 
wholesale house, buying for a single 
big retail chain, is a top customer. 
The code would define “wholesale.” 
For candy or rubber boot makers, the 
code might say whether bulk mer- 
chandise, exactly like the branded 
packaged merchandise, could be of- 
fered for less to companies that do 
their own branding and packing. 

At present the Commission does 
not expressly decide such _ things. 
There’s a complaint that a candy 
maker sells cheap to a slot machine 
company without benefit of fancy 
wrappings or the brand name _ in 
which advertising money has been in- 
vested. After thousands of pages of 
evidence have been recorded, the 
Commission decides whether the law 
has been violated in this one case, 
without committing itself to a gen- 
erality. Under the alternative system, 
it would do just the opposite. By 
endorsing a code, it would lay down 
rules beforehand. It’s easy to see how 
completely this would alter things, 
which for commissioners, who con- 
sider that they're doing well enough 
now, would alone be a reason to 
hesitate. 

The clash within the Commission 


has drawn much of Washington i: 
taking sides. “Those who've be 
trying to amend the Robinson-P 
man Act, first to clearly allow freig) 
absorption and later to let you cut 
price to keep a customer from co 
petitors, favor the rebels. On + 
other hand, the weekly staff repor 
of the Patman Small Business Co 
mittee commented: “It is clear tl 
such a change would weaken admin 
tration of the Act.’’ A Commissio: 
put this idea more forcefully: ‘Th 
who want codes don’t believe in 
Robinson-Patman Act. Those wh 
don’t believe in it want monopoly.” 
That shows how angry people have 
gotten. 

Outside the Commission, lines have 
largely been drawn by taste in slo- 
gans. ‘hose who think of themselves 
as champions of the underdog are 
against codes; those who champion, 
not monopoly but various companies 
that have been accused of it, are for 
them. Protagonists of each doctrine 
have made appropriate accusations 
against the opposition: “left wingers,” 
‘“‘monopolists,” etc. 

But at meetings where drafting 
such codes was attempted, the ranks 
were drawn differently. In the ‘gro- 
cery business, independent store keep- 
ers had complained that manufactur- 
ers gave the chains big allowances for 
newspaper advertisements. The code 
should say that small stores, unable 
to splurge on space, should get pro- 
portional allowances for circulars. It 
was the manufacturers and chains 
that objected, with arguments that 
would have delighted or embarrassed 
FTC’s prosecuting staff. The law 
should be decided on cases. The FC 
wasn’t Congress. Manufacturers 
seemed to think that if substitutes for 
newspaper advertising allowances 
were mentioned in a code, the in 
pendents would successfully dem 
them. Codes could be redrafted, 
coming the media for extortion. 
finally drafted, this set of rules o: 
ted everything that had been arg 
about. 


Who Runs FTC? 


A revolution in doctrine someti! 
entails personal upheavals. Thos« 
the top fall and others succeed 
their command. Insofar as the Rob 
son-Patman Act is concerned F 
now is run by the Bureau of A: 
Monopoly, the lawyers who se! 
the companies to prosecute, then | 
pare and argue the complaints aga! 
them. If Commission interpretati 
were put into trade codes, it’s eas} 
see, there would be a new elite— 
code writers. They'd define and 
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oordinated departments, stand ready to give you ex- 
ert assistance in designing, producing or distributing 
market specialized catalogs, or, if you wish, to handle 
che entire operation. 

Our services cover the entire range of catalog pro- 
cedure—starting from the planning stage and ending 
with printed copies open under the eyes of your pro- 
spective buyers. You may order these services separate- 
ly, or in any combination, as your needs require. 

Year after year, Sweet’s handles more catalogs than 
any other organization —in 1951, over thirty-eight 
million copies. During its long experience in this spe- 
cialized work, Sweet’s has taken a leading part in 
developing and applying principles and procedures 
which have greatly improved the performance of man- 
ufacturers’ catalogs. It has helped hundreds of clients 
find the answers to a wide variety of individual catalog 
problems. 

Whether your problem is one of catalog content and 
format, or of good printing at reasonable cost, or of 
catalog distribution to cover your market effectively, 
or simply to get relief from a vast amount of time- 
consuming work—you will find the expert help you 
need in the Sweet’s organization. 

The Sweet’s District Manager in your territory will 
detail these services in terms of your particular require- 
ments. Call him in for a discussion of your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Stree-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 
St. Louis 1—721 Olive Street-—CHestnut 7388 


Sweet's 
Catalog 
Service 


designers, producers and distributors 
of manufacturers’ market-specialized catalogs 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET e NEW YORK 18, N. Y. 
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SEES | product 
= designers 

want to 

know 


FREE —36 812""x11” pages of ideas on the 
selection and preparation of effective prod- 
uct information material for design engi- 
neers. Product design and development men 
themselves wrote this handbook. That’s what 
it is, literally—a handbook of what designers 
say they need to know about products. In 
their own words, they describe the kind of 
information that enables them to identify 
your products with their needs and induces 
them to get in touch with you. A copy is 
available at no cost to any industrial maor- 
keter or agency man interested in the prod- 
uct engineering market. 


FREE—New booklet defines 
the product engineering 
market, tells how Sweet's 
services apply to it. 


Sweet's Catalog Service... Please send me a free copy of : 


C “What Product Designers Want to Know about: 
Materials; Finishes; Components.” 


C] “Market Specialized Catalog Services for the 
Product Engineering Market.” 
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Make your account our next success story! 
Write, wire, phone: 


VANSANT 
DUGDALE 


BALTIMORE 
Advertising since 112 


— 
ie See 
The Perfect Gift 
For Colleagues... 


Customers... Salesmen... 


Friends 
EceulllS 


a. 


e 
@ ONE TIE OR TEN THOUSAND 
@ FOUR-IN-HANDS OR BOWS 
@ ANY COLOR—ANY NUMBER OF 

COLORS 
@ ALL-OVER PATTERNS OR MODERN 

“SPOT” DESIGNS 
Your own product or trade mark distinc- 
tively printed on finest silk foulard! Not 
gaudy “gag” ties, but true luxury neck- 
wear top executives are always proud to 
wear. Yet those who see and wear these 
ties are constantly and subtly aware of 
your product! All ties are designed and 
produced in our own plant, to meet your 
exact specifications. 


Wire Write 
FREE DESCRIPTIVE CIRCULAR 


Phone 
FOR 


CDSAMKY «ecisities inc. J 


— Milwaukee Ave. * Chicago 10, Ill. * MOnroe 6-7814 


40 


cide. The case lawyers would get 
only the leavings: prosecution of com- 
panies that had violated codes and 
couldn’t be persuaded to comply. 

The suggested system is easy to 
describe. At present the codes are 
definite in proscribing false advertis- 
ing, especially inflation of vocabulary 
through which everybody uses words 
they have no right to use. The codes 
are supposed to restore old meanings. 

The same thing would be done for 
Robinson-Patman violations. A sys- 
tem of actual or apparent illegal dis- 
counts might be peculiar to and com- 
mon throughout an industry. With- 
out argument over cases, the code 
would allow or condemn it. Then, 
if somebody violated it, he'd first be 
told to stop. If he went right on, 
there would be a complaint, hearings, 
a cease-and-desist order. But the 
lawyers for the prosecution would 
have to let the code-makers read their 
copy, lest ideas inconsistent with the 
code be smuggled in. 

Chief argument for this is the in- 
justice of enjoining somebody for 
doing exactly what his competitors 
do. Practically everybody in the soap 
business guarantees inventories of 
large retail chains that buy in bulk; 
there’s a current series of hearings to 
cite just a few among them. Sale of 
unbranded merchandise to chains and 
mail order houses that don’t want to 
pay for national advertising and wan 
to undersell Fair Trade prices, is 
almost universal; indeed, the fact 
itself was a main argument for Fair 
Trade at recent hearings. A few 
companies were told to stop. Codes, 
it is asserted, would put everybody in 
an industry on the same footing. 


What's Ambiguous? 


Second, it’s claimed that the am- 
biguities of the Robinson-Patman Act 
could be removed. The assertion that 
the Act is, indeed, ambiguous is sup- 
ported, not by quotations, but by the 
great variagation in prohibitions the 
courts have handed down under it. In 
the famous Cement Case, freight ab- 
sorption seemed to have been con- 
demned. Rubberoid Co. was just 
ordered by the Supreme Court to stop 
giving any discounts; a few years ago 
an order prevented Morton Salt from 
basing discounts directly on quan- 
tities. 

Use of competitors prices in decid- 
ing one’s own has been called evidence 
of conspiracy. With such an array 
of prohibitions, it’s claimed, any clar- 
ity the Act itself may possess surely 
has been lost. Codes would elucidate, 
which forecast meets, however, with 
wonder. Unfortunately, no sample 


elucidations are offered, but only the 
rejoinder that if it can’t be done, the 
Act should be changed. 

Against all this is the belief of the 
opposition that laws labeled “anti- 
monopoly” are supposed to be vague, 
If they were clear, they'd be easier to 
violate. There’s a bookshelf of c i0ta- 
tions from eminent people, the late 
Justices Hughes and Brandeis, among 
others, saying that in fancy language, 
Justice Hughes considered that an 
anti-monopoly law should be a gen- 
eral expression of purpose, not a pre- 
cise list of prohibitions. Justice Bran- 
deis had argued that the Commission 
would get itself into a hole by in- 
terpreting the law in the absence of 
cases. You don’t know whether a 
given method of selling is legal until 
the Supreme Court has decided. 

Finally, codes have a bad history. 
Many of them were written in the 
1920’s. FITC was accused by the 
attorney general of writing exemp- 
tions, not alone to the Clayton Act, 
but to the Sherman Act. Soon after 
there came the NRA which made this 
legal for a while. 


Lowell Mason's Idea 


For a short time, while Lowell 
Mason was chairman of the Com- 
mission, there were attempts to put 
snatches of Robinson-Patman into 
the rules. The last effort involved 
cosmetic manufacturers. Back in 1937 
a flock of them had been charged with 
favoritism in hiring demonstrators for 
some but not outlets. An order was 
issued against Elizabeth Arden, on 


the strength of which a dealer won 4 | 


triple damage suit against her. 
While cases against the other manu- 
awaited Commission deci- 


tacturers 


sion, there was worked out a code 
that settled the issue. A manufacturer 
no longer had to furnish demon-}} 
strators to everybody or to nobody; 
substitute services would do. | !iza- 
beth Arden is subject to the court 
order to furnish demonstrators and to 
a code saying that she needn’t: the 
Commission, enforcing both order and 
code, has the same choice as to wich 
to obey. The remaining cases ave 
neither been dropped nor completed. 


The whole episode is taken by «ach 


side as evidence for its point of \ ew.f 


The Commission, as it hears 4 gu- 
ments this fall, probably will d:cidef} 
to keep the present system. For one} 
thing, the proposed change is so ¢ “eat 


that it’s hard to tell just what would] 


happen under it. But congress nen 
have made and listened to the criti 


cisms of the FTC which, it’s prom-] 


ised, codes will answer. At least the 


issue will remain alive. 
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For Extra Honey —-It's Florida 


FLORIDA 
3 cct'yn 80° 


* Based on Sales Management 1951 Survey of Buying Power 
figures and current ABC Reports, using these three papers 
gives you above 20% family coverage in 52 counties, above 
30% in 42 counties, above 50% in 20 counties, above 60% 


in 9 counties and above 70% in 6 counties. 


Where 
Electric Power 
Production is up 


328% 


since 1940, nearly double the 
168% increase for the U. S. 
in the same period. 


It pays to concentrate your selling in active markets. 
And few papers give such active market coverage as 
Florida’s BIG , THREE Morning Dailies. They blanket 
their own trading areas and tremendously strengthen 
your newspaper advertising in virtually all other Florida 
markets. They give you 20% or better family coverage 
in the 52 counties accounting for 80% of Florida’s 
Effective Buying Income, 81% of food sales, 82.8% of 
drug sales, 81.6% of furniture sales, 80% of general 


merchandise sales and 81% of Florida’s total retail sales. 


Lowest Cost Coverage in Florida’s Top Markets 


* FLORIDA | THE MIAMI TAMPA 


Reynolds-Fitzgerald, Inc. 
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t MES-UNION HERALD Morning Tribune . 


JACKSONVILLE National Representative 
National Representative Story, Brooks & Finley, Inc. 


National Representative 
Sawyer-Ferguson-Walker Company 
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People and 


HETTERICK 


Raymond D. Hetterick has been pro- 
moted to the executive vice-presidency 
of The Harrower Laboratory, Inc., 
wholly-owned subsidiary of Lambert 
Pharmacal Co. He’s an _ executive 
member of the NFSE ... New man- 
ager of materials for Hotpoint Co. is 
William C. Ayres Joseph P. 
Hardie, former v-p in charge of sales 
at Bristol-Myers Co., has joined Sul- 
livan, Stauffer, Colwell & Bayles, 
Inc. as v-p and account executive... 
Motorola, Inc. has elected Edward R. 
Taylor v-p Appointment of 
John R. Gilmartin as gsm of the Hyatt 
Bearings Division of General Motors 
has been announced. He’s been with 
Hyatt since graduating from college 
in ’29 . . . Whiting N. Shepard has 
been made director of sales, Boston 


Woven Hose and Rubber Co. 


SHEPARD 


their Ideas 


Discrimination? 


“When the day comes that a trade 
mark can be pre-empted there will be 
little incentive for a producer to build 
up a trade name with all the attend- 
ing economic benefits that nation de- 
rives from such activity. Why permit 
the principles of fair trade to operate 
in relation to large articles like real 
estate and automobiles and deny it to 
producers and those who deal in small 
articles like pens, books and radios?” 
Sen. Millard E. Tydings, before a sales 
convention of executives and whole- 
salers of Calvert Distillers Corp. 


Antidote 


Troubled by the continued illness of 
the home refrigeration market, Servel 
has come up with a portable refrigera- 
tor. Available in three finishes, it’s de- 
signed to be used in any room, has a 
budget price. Said W. Paul Jones, 
Servel’s president: “We must make 
the two-refrigerator household as fa- 
miliar as the two-car garage . 

There is too much pessimism today 
among manufacturers and dealers in 
the household refrigeration field. 
Dealers who objected to my sugges- 
tion of the need for a two-refrigera- 
tor-per-home program did so because 
they and the industry, as well as the 
public, think only of a refrigerator 
designed for kitchen use.” So Jones is 
training his salesmen to sell two 
refrigerators to each customer —a 
family-size Servel and the new 


Wonderbar. 


Ansul Chemical Co. has a new gsm 
in charge of all four sales divisions— 
Fire Extinguisher, Refrigeration, In- 
dustrial Chemicals and Export. He’s 
Paul R. Larimer and his post is a new- 
ly created one designed to help super- 
vise and coordinate the company’s 
sales expansion . . . Philip Jones, for- 
mer administrative assistant to Mont- 


gomery Ward’s retail v-p, has been : 


appointed assistant director of sales 
and merchandising, R. M. Hollings- 
head Corp. . . . Frederick W. Roth 
has been elected v-p in charge of the 
entire Industrial Division, Gould- 
National Batteries, Inc. . . . Bernice 
Coe is now v-p in charge of TV sta- 


= 
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tion sales for Sterling Television, Inc. 
. . » Mazda Oil Corp. has elected R. 
J. Bradley president ... New director 
of sales for Pittsburgh Plate Glass 
Co.’s Fiber Glass Division is Robert 
A. McLaughlin . . . James D. Young, 
who rose to become one of the na- 
tional sales managers for Yale & 
Towne, has been given another pro- 
motion. He'll be gsm for Yale 
Locks & builders’ hardware products 
. . « New director of truck sales for 
Dodge Division, Chrysler Corp., is 
William S. Woolsey. 


PERRY 


Ren R. Perry has been elected y-p for 
sales of Harris-Seybold Co. 


Hickman Price, Jr., v-p of Kaiser- 
Fraser Corp. since its establishment. 
has joined Willys-Overland Export 
Corp. as president. He’ll assume 4d: 
rection of a Willys expansion program 
already under way. Willys is build 
additional plants abroad and wil! ‘t- 
tempt to cut into sales of foreign 
manufacturers of utility vehicles #1¢ 
smaller autos . . . Robert K. Muevier 
has been appointed general man 

of Monsanto Chemical Compa 
Plastics Division. 
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NO.1 BUSINESS GIFT 


UNMISTAKABLY ASCOT! 
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For your mosi umportant business associates, Customers 
and friends — this dramatically different lighter that 1s 
a letter-opener, paperweight and desk ornament, all in 
one! Brand new and designed as only Ascot can design 

lighter! Nationally advertised, this most distinctive of 


Daily reminder! Precision-built to last a life- 
time. Ascot’s Florentine Dagger Lighter will 
be er oyed all day, every day — and appreci- 
ated year after year 


SEPTEMBER 1. 1952 


lighters 1s wanted by millions. You can have your com- 
pany monogram or insignia imprinted on it. Write today 
for full information about the Dagger Lighter and other 
Ascots in quantities. Lighter Division, A.S.R. Corp., 
Dept. B.S.-1, Brooklyn 1, N. Y. $19.95* retail. 


ASR e 


beautiful lighters 
Gift-packaged in sheath to complement the 
black onyx, beige onyx or jade-green colored 
hilt. Or in replica of an old dueling case — 
perfect for office or home! 


FOR MOTHER'S DAY: A 3-dimensional pompadoured mother, taking an apple pie 
from the oven of a pot-bellied iron stove. Background is made up of old-fashioned 
recipes. It's just one sample of a new idea that is rapidly building a profitable business. 


The Little Gift Wrap 
With the Big Style Punch 


Every single one of Strauss-Golman's clever gift-wrap units 


is an entertaining conversation piece. Forty big-name de- 
partment and specialty stores in 40 cities now feature the 
“Susan Crane Gift Wrap Service" on an exclusive basis. 


Last June and July, if you bought 
a gift at Carson-Pirie-Scott, Chicago, 
you could, for 50 cents extra, have 
it gift-wrapped in special paper with 
a Republican elephant or a Demo- 
cratic donkey attached to the bow 
of the ribbon. 

In either case, the animal was a 
3-dimensional, paper-sculpture decora- 
tion—the finishing touch to a special 
convention wrap which accounted for 
thousands of extra sales dollars in 
Carson-Pirie-Scott’s gift merchan- 
dise. 

Design and materials for this gift 
wrap came from Strauss-Golman Co., 
Dallas firm established in January 
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1952, that presents its Susan Crane 
Gift Wrap Service nationally. So 
did design and makings for the Su- 
san Crane gift wrap which over 30 
leading stores used last Mother’s 
Day: a pompadoured, long-skirted 
mother taking an apple pie from the 
oven of a pot-bellied iron stove. This 
paper-sculpture decoration was _af- 
fixed to a background paper on which 
were printed old-fashioned recipes. 

Says Joseph Guillozet, promotion 
manager of Halle Bros. Co., Cleve- 
land: ‘“‘We have had the Susan Crane 
Gift Wrap Service only since April 
1. But during the first quarter gift 
wraps sold by the store have run 


several times our normal gift \. rap 
sales, and we can safely predict hat 
we will wrap three to four times 
our usual quantity in the first year,” 

The hidden, yet important, fa tor 
is the amount of additional gift :er- 
chandise sold because of new azift 
wraps. Other things being equal, 
the customer has a strong tendency 
to buy a gift at that store in his city 
where he can have it wrapped in a 
way that will make the receiver's 
eyes pop out. 

That’s why the new manufacturing 
firm of Strauss-Golman Co.—28-year 
old T. H. Strauss, 28-year old George 
Golman, their young head designer 
Sarah Lee Cabell, and the produc- 
tion stafi—is working nights and hol- 
idays to keep up with demand. Al- 
ready serving 40 top department and 
specialty stores, on an exclusive-in- 
each-city basis, it now has to say, 
“No more stores till 1953.” By that 
time the company expects to have ma- 
terially expanded present production. 

However, according to the two 
partners, this always will remain an 
exclusive line of gift wrappings. ‘We 
don’t want to sell everybody. — In- 
stead, we're looking for alert stores 
—leaders—capable of using gift 
wrapping as an important tool for 
extra sales.”’ 

Strauss-Golman receives many in- 
quiries from manufacturers who, hav- 
ing seen the Susan Crane stores’ gift 
wraps, want equally interesting pack- 
age designs for their products. 

The idea of exciting gift wraps 
didn’t originate with the creators of 
the designs brand-named “Susan 
Crane.” It started in 1932 with 
Neiman - Marcus, Dallas specialty 
store. That year Neiman-Marcus 
brought out an exclusive gift wrap 
which set customers talking and buy- 
ing. Competitors quickly got into the 
act, and for 20 years Dallas mer- 
chants have vied with each other in 
going after extra gift business via 
unusual wrappings. 

In other cities, however, gift ws 
usually remained just a piece of pl. 
paper and a bow. “It’s too exp 
sive for one store to design and | 
duce an original gift wrap,” expl 
George Golman. In January 1' 
he and partner Strauss set up a g 
wrap designing service for stores 0 
the country. Because they buy pa} 
and other materials in wholesale qu 
tities—and because Sarah Lee Cabe 
designing talent and the labors 
the Strauss-Golman art staff se 
many stores instead of just on 
Strauss-Golman can sell a Sus 
Crane gift wrap at a price comp¢ 
tive with the cost to a store t! 
turns out even the most stereotyp 
wrap of its own. Most Susan Cr: 
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Through The Detroit News, you not only reach the 

MOST families in the Detroit market, but the families who make 

the most and spend the most. In the 6-county retail trading area, where 

4-billion dollars retail business is done annually. The News’ coverage is densest 

where income is highest. And 32% of The News’ coverage of all homes in the Detroit 
Standard Metropolitan Area is exclusive . . . they read no other Detroit newspaper! 


That's why The News carries practically as much total linage as both other Detroit news- 


"066 papers combined. 
rest weekday circulation 
Detroit News’ history 


ieee = The Detroit News 


8. C. figures for 6-month 


ed ending March 31, 1952 THE HOME NEWSPAPER 


Offices: 110 E. 42nd St:, New York 17—under management of A. H. KUCH * Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago’ 
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Clothing 
Sales 
are 
Colossal 


‘ - 


MOULLS 


Mina 


Norfolk Portsmouth © Newport News 


Only dominant 
WTAR-AM and 
exclusive WTAR- 
TV can give you 
full penetration 
of this rich 
market. 


It’s hard to believe but it’s hap- 
pening ... women’s ready-to-wear 
sales up 15%, men’s and boys’ 
clothing sales up 11%, general 
apparel sales up 14%—1951 over 
1950. WTAR-AM-TV blankets this 
area with your sales message. Con- 
tact Edward Petry & Co. today! 


NORFOLK, VIRGINIA 5,00w 


AM-FM > NBC AFFILIATE 
AM-TV-FM TV > ALL NETWORKS 


wraps, even those which include elab- 
orate decorative devices, sell to the 
stores for about 25 cents, f.o.b. Dal- 
las. Stores retail wraps for 35 to 
50 cents. 

To hold down cost to. stores, 
Strauss-Golman encourages low  in- 
ventory. For a special event it usv- 
ally suggests that a store order just 
enough to meet the first days’ needs, 
If demand exceeds expectations—as 
it usually does—an additional supply 
can be rushed by air freight. 

Most Susan Crane special-occasion 
gift wraps are designed so they can 
be easily converted, by the stores, 
for year-round gift use. The Mother's 
Day design included a tiny calen- 
dar bearing the date May 11, which 
hung above the cookstove. Stores 
with leftovers after the event, could 
remove the small separate decora- 
tion (attached to the background 
paper with a tiny, invisible piece of 
Scotch tape) and use the wrap for al- 
most any gift going to a woman. 


Anniversaries Suggest Themes 


An Easter design of fresh green- 
ery, after its bunny had been de- 
tached quick as a wink, becomes a 
cool looking summer gift wrap. A 
Father’s Day wrap bears a trophy 


case inside of which is a loving cup | 


inscribed, ‘‘For service over and be- 
yond the call of duty.”’ After Father's 
Day this inscription can be detached, 
leaving a smart man’s gift wrap. 

Besides special occasions, Susan 
Crane designs include general gift 
themes such as birthday, wedding, 
juvenile, spring, summer, fall themes. 
And Strauss-Golman often executes 
an individual design, of regional in- 
terest, for just one store in the coun- 
try. 

This young firm carefully holds 
down labor cost, for the store, by 
using Susan Crane gift wraps. Wrap’ 
for holiday events—before which 
store employes will be rushed—usu- 
ally eliminate the conventional bow 
in favor of broad ribbon, to be slipped 
around the package once, quickly 
snipped with scissors and fastened flat 
with a small piece of Scotch tape. 
Then the fastening will be covered 
with the ready-assembled decoration 
which is the central eye-catcher of the 
gift wrap. Store employes quickly 
attach this decoration to the back- 
ground paper in which the packace is 
wrapped by applying Scotch tape at 
invisible points. Gift-wrappers report 
that Susan Crane designs, even t!ose 
that look most elaborate to the cus- 
tomer, usually are easier and quicker 


to handle than the conventional zift 7 
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Affiliated with 6 Building Industry Magazines 


comprising the largest, most distinguished publications 


in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 


Clay Record, Masonry Building. 


Send for our 64-page book... THERE’S MONEY 
IN REMODELING... free to any manufacturer 


who asks for it on his letterhead. 


| Paraphrasing an old see-saw: Rate cards may come and 
| 
| 
| 


millines may go, but a good name goes on forever. This 
business of building a reputation for a business publication 
is made up of tremendous trifles, of intangibles and 
imponderables...things you can’t see or touch...things out of 
reach of a CPA pencil. But it’s there just the same. And 
it’s the biggest thing to look for, the biggest thing you buy. 
practical builder has earned its reputation the 
hard, shirtsleeve way... has come up through the ranks... 
is not ashamed of its editorial overalls. And because 

this reputation is rooted deep in the respect and 

confidence of its readers, it is the yardstick by which 
smart advertisers judge it. It is the reason more and more 


blue-chip advertisers look to PBas... 


.. Of the light construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


to sell Memphis 
you need Both 


NBC—Sooow. and 


* 790 K.C. 


Memphis’ ‘Only 
TV Station 


—to give you the selling punch 
in this two billion dollar market 


owned and operated by the Commercial Appeal 


National Representatives - The Branham Company 


5 gtaernameceri rasta 


Pie ine 25 80: 


Understatements are more effec 
tive than overstatements becaus: 
they are more plausible anc 
easier for the prospect to believe 
Exaggerations breed misgivings 


understatements breed confidence 


—Practical Sales Psychology, 
Laird and Laird {McGraw-Hill} 


wrap. The secret is that the elaborate 
decoration—the focal point of the 
design—comes ready-assembled. 

Susan Crane specially printed paper 
and ribbon are shipped to stores in 
rolls. Decorative gadgets arrive care- 
fully packed to protect their delicate 
paper sculpture. Each shipment in- 
cludes printed instructions for using 
the gift wrap. 

Strauss-Golman takes care to insure 
that stores get the utmost out of their 
new promotional idea. “‘We send spe- 
cial-event wraps in advance of the 
event so that advertising and display 
departments can plan newspaper ad- 
vertisements and displays around the 
theme of our gift wrap,” says Strauss. 


Kerr’s in Oklahoma City, for in- | 


stance, used the old-fashioned mother 
standing by her cookstove as a back- 
eround theme for all of its 1952 
Mother’s Day advertisements and dis- 
plays, including a battery of windows. 

“The most successful special-occa- 
sion wrap we have used,” says Grace 
Vawter, sales promotion manager of 
Kerr’s. 

As soon as the first batch of Susan 
Crane gift wrap supplies reaches a 
store a Strauss-Golman supervisor 
(sometimes one of the two young 
partners in person) arrives to explain 
and sell the whole idea to advertising, 
display and personnel departments, 
gift-wrappers, salespeople and others 
whose work connects directly or in- 
directly with gift-wrapping. Besides 
this introductory visit, Strauss-(Gol- 
man plans to give each store a mini- 


mum of two or three supervisory 
visits each year. 
Retailers usually introduce _ the 


Susan Crane Gift Wrap Servic: to 
their cities with a flourish of advetis- 
ing, either only on the gift wrap:. or 
on gift merchandise and Susan Cane 
wraps together. “And to all our 
stores,” says salesminded George ‘ :ol- 
man, “we promote the idea o: in- 
cluding, in every advertisement ‘hey 
run on gift merchandise, at leat a 
corner ‘ear’ advertising Susan Cane 
gift wraps—because the wrap is part 
of the gift and often sells the gi‘:.” 
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s-’ Asks Execs 
Tc Spawn Better Letters 


Booklet shunts company's 
deadhead _correspond- 
ence out ona siding 


ybody talks like this: “Your re- 
marks ot the past tew moments, 
eve.) date, heard and noted, and we 
now beg to advise that we shall take 
action accordingly at our earliest pos- 
sible opportunity.” ‘Then why write 
business letters that way? 

| hose who write letters for South- 
ern Pacific Co., San Francisco, are 
getting just such hints through a 
company booklet, ‘‘Better Letters.” 
The 27-page booklet is part of S-P’s 
Human Relations Program. Says 
President D. J. Russell: “It was pre- 
pared so that our work may be speed- 
ed and our working associations be 
made more pleasant.” 

“Better Letters” is not a list of 
“don'ts.” Rather, it asks S-P writ- 
ers to use common sense and a pinch 
of resourcefulness in letter writing— 
if for no other reason than to save 
the reader’s time and energy, take the 
fog out of sentences. 


A Matter of Tact 


Like most companies, Southern Pa- 
cific wants to handle complaint-cor- 
respondence with tact. For that 
reason, ‘‘Better Letters” has this to 


People who write to us don’t want 
words. “They expect action. Give 
them action, cheerfully, early in the 


letter. Avoid opening a reply with a 
reiteration of the correspondent’s 
grievances. Listing them again only 
serves to set them more strongly in 
his mind. If reference is made mere- 
ly to the fact he did not find service 
up standard, there is more of an 
opportunity to meet on mutual 
g1 1. It is better to open the let- 
te general, neutral terms. For 
example: 

r: “This will acknowledge your 
let: of May 20 regarding the great 
In enience you experienced as a 
re of carelessness on the part of 
the -onductor “ 


ter: “Thank you for your let- 


ter © May 20. We are very grate- 
tu you for calling our attention 
to's situation where our service 
did ».ot come up to the standards we 
are -triving for. An immediate in- 
in 


ition is being made.” 
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And there’s a big differ- 
ence between the average 
good newspaper and the 
Champion Chronicle. For 


example . 


ADVERTISING LINAGE IN HOUSTON NEWSPAPERS 
First Six Months 1952 


(Source: Media Records) 


CHRONICLE POST PRESS 
Retail 10,253,098 6,852,384 3,344,111 
General 1,954,290 1,457,747 519,300 
Automotive 658,985 509,714 300,289 
Classified 4,889,431 2,923,098 998,628 
Total Advertising | 17,891,549 | 11,880,453 | 5,248,299 


CHRONICLE TOTAL ADVERTISING 


Excess Over POST — 6,011,096 lines or 50.6% 
Over PRESS — 12,643,250 lines or 240.9% 


The Chronicle carried over three-quarter million lines more 
than both other newspapers combined. 


JOHN T. JONES Jr., President 


For additional facts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


e Houston Chronicle 


JESSE H. JONES, Publisher 


R. W. McCARTHY, Advertising Director 


M. J. GIBBONS, National Advertising Manager 


49 


8 
4 : 
Ss § 


BFS yATiOWAL Airlines 


VQ 
> 


FORGET A BIRTHDAY? Want to say thanks to a hostess? Want to speed a 
friend on a voyage? Now, even if you're on the wing, it's fast and easy. 


Now You Can Order 
Flowers as You Fly 


It's a team-up between National Airlines and Florists’ Tele- 
graph Delivery Association. Both see the idea as an added 


service to customers, an opportunity for good publicity. 


Instead of manpower, The Flor- 
ists’ Telegraph Delivery Association 
has added womanpower—pretty, effi- 
cient, courteous—to the sales staffs of 
its approximately 18,000 members 
throughout the world. 

And it has tossed in a Western 
Union order blank to—‘Say It with 
Flowers from the Sky.” 

The womanpower is being fur- 
nished by hostesses of the plush Star- 
liner planes of National Airlines. The 
order blank is found in all flight kits 
aboard the liners. 

Philip W. Jones, general manager 
and secretary of FTDA, hopes to see 
the new plan expanded to all air lines 
and possibly to railroads. But under 
the original contract National was 
given an exclusive on the plan for the 
first 90 days, with no competing air- 
line to get it for at least six months. 

This is how Jones sums up ad- 
vantages of the plan: 
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1. It gives the air line an added, 
appreciated service. 

2. It advertises both FTDA and 
National Airlines and gives each 
added prestige. 

3. It sells flowers. 

To “Say It with Flowers from 
the Sky” was the idea of Grant Ad- 
vertising, Inc., agency for both Na- 
tional Airlines and FTDA. Larry 
Stapleton, of Grant’s New York staff, 
recalls that it came up in discussions 
of how best to promote both the sale 
of flowers and airplane tickets. 

Walter Sternberg, National’s vice- 
president in charge of sales, was ap- 
proached. So was Harold R. Hewey, 
sales and advertising manager for 
FTDA, and Jones. Each had his own 
ideas. Grant blended them. 

Now one of the first things that 
is noticed in a National Airlines 
office is a colorful 18” x 24” placard. 
To the right of a beautiful bouquet 


of red roses is this message in green 
on white: “A New Star Service! Say 
It with Flowers by Wire from the 
Sky.” 

The green order blank says the 
same thing, between trademarks of 
National & FTDA. Then this: 

“Did you forget a birthday, anni- 
versary, dinner hostess, or ‘someone 
special’ in your hurry to get away for 
this trip? 

“By special arrangement with the 
18,000 members of the Florists’ Tele- 
graph Delivery Association and Inter- 
flora, you can send flowers anywhere 
in the world. 

“A gorgeous bouquet is more ex- 
pressive than a thousand words. 

“Just fill out the order blank on 
the inside of this folder. Give it to 
the stewardess. She’ll send your order 
at the next stop. Don’t pay anything 
now. Your bill will be sent direct 
from FTD headquarters in Detroit.” 

The only identification needed, says 
Jones, is an air line or hotel credit 
card, or even a business card. “If 
anyone’s going to try and skin any- 
one,” he says, “he isn’t going to do it 
in flowers.” 

A Briton on a recent Miami-to- 
New York run ordered flowers sent 
to his ladylove in London. She got 
the flowers. He got the bill at the 
Hotel Pierre, New York City, where 
he noted on the order blank he'd be 
stopping for a fortnight. 

FTDA provides the order forms, 
National the display cards. FTDA 
mentions National’s “Flowers from 
the Stars” service in its newspaper ad- 
vertisements in on-line cities. Na- 
tional does the same for FTDA in its 
advertisements. 

The plan, Jones explains, permits 
a guest to say “thanks with flowers” 
to a host or hostess who has just put 
him on the plane almost by the time 
he or she gets back home from the 
airport. “And don’t forget,” he adds, 
“it provides a quick and pleasing way 
of saying thanks for an order: a bou- 
quet to the purchasing agent’s wife 
or secretary.” 

Jones, chief industrial engineer for 
the Hilton Hotels Corp. when 
FTDA hired him in 1948, has a long 
background in sales and sales research. 
He’s constantly on the lookout ‘or 
new ideas to sell more flowers by 
wire and he’s teaching his memers 
something about salesmanship. ‘ne 
of his pet projects is a National Sules 
and Management Rally held annually 
at Michigan State College. 

Jones points to FTDA transact ons 
totaling $23,000,000 in 1940, com- 
pared with $40,000,000 in business 
handled through the agency last year 
as proof: “Salesmanship pays.” 
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“Out in the shop” a man with grease on his hands 
often wants to shake hands with another whose 
hands are clean. This is how it’s done. It often 
happens to. MODERN MACHINE SHOP editors 
and writers out in the shop, gathering details for 
MODERN MACHINE SHOP equipment- and 


process-in-use stories. 


Like its staff, MODERN MACHINE SHOP itself 
gets out in the shop! MODERN MACHINE 
SHOP articles have an authentic, practical view- 
point which makes them preferred reading for 
production executives. Slanted to the same audience 
are regular features like ‘Modern Equipment at 
Work,” “Ideas from Readers,’ ‘News of the In- 


dustry” and “New Shop Equipment.” 


These production executives have many titles... 


plant managers, works managers, master mechan- 


i, #9g2 


(ohat kind, of a handohake is thats? ” 


431 MAIN STREET 


ics, superintendents, general foremen and others. 
They have one function in common. They pur- 
chase, specify, recommend or influence the buying 


of equipment and supplies for their plants. 


With over 40,000 circulation, MODERN MA- 
CHINE SHOP reaches more of these important 
buying factors than any other publication in the 
metalworking field. As a matter of fact, MODERN 
MACHINE SHOP'S “plant circulation,” 28,000 
individual plants receiving one or more copies, is 
larger than the total circulation of most metal- 


working publications! 


Put your advertising in “work clothes” and send 
it ‘out in the shop’ with MODERN MACHINE 
SHOP. Get maximum readership, maximum re- 
sults in the magazine both readers and advertisers 


trust. 


NIE 


CINCINNATI 2, OHIO 
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JESSE BREEDLOVE knows that mail order selling is far less expensive than on-the- 
spot sales. Reason: customers dally in the fields while they make up their minds. 


This Nurseryman Tosses 
Business to Competitors 


Jesse Breedlove sells roses, shrubs and trees by mail. If he 


doesn't have what the customer wants, he gets it from a 


rival grower. He stands pat on a money-back guarantee. A 


twice-a-year color catalog brings in the bulk of the business. 


Based on an interview by Mary K. Pirie with 


JESSE BREEDLOVE, Breedlove Nurseries 


A Tyler, Tex., nurseryman fills 
almost 30° of his mail orders from 
competitors’ stocks. 

That’s a lot of business to give to 
competitors—for mail orders make up 
about 60% of Breedlove Nurseries’ 
annual sales of over a half million 
dollars’ worth of roses and other 
plants. But when Jesse Breedlove fills 
‘excess’ mail orders from reliable 
stocks (which he has inspected rigidly 
before buying) of other fine nursery- 
men around Tyler, and ships in 
Breedlove containers under the regu- 
lar Breedlove guarantee, he figures 
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it’s good business from every angle. 

First, he satisfies Breedlove cus- 
tomers. Since 1927 he has been culti- 
vating customers even more diligently 
than fine roses. He builds up customer 
confidence in the mail-order way of 
buying—confidence vital to the past, 
present and future success of Breed- 
love Nurseries. And in buying other 
growers’ surplus stocks at wholesale 
prices, he contributes to competitors’ 
profitable operation and helps them to 
continue to produce an ample supply 
of fine plants—on which, if need be, 
he cair’call in the future. 


“In the nursery business, a relial 
competitor can prove to be one of o 
best assets by cutting costs of ope: 
tion,” says Jesse Breedlove. He e- 
plains that the exact quantity of a 
one plant, or variety, which custor: - 
ers will order in any season from ary 
one nurseryman, defies accurate p1 
diction. Flowers and shrubs represe't 
a heavy investment in labor and other 
“manufacturing costs,’ and when 
ready for market they can’t be put 
back on the shelf until needed. 

The “almost 30%” of the mail 
orders Breedlove annually fills from 
competitors’ stocks in some -seasons 
might spell the difference between a 
healthy margin of profit and doing 
little more than break even. 

Founder of the largest, though by 
no means the oldest, nursery business 
in Tyler, “rose capital of the world,” 
Jesse Breedlove conducts his mail- 
order operations on two basic prin- 
ciples: 

1. He treats customers so well that 
they will continue to buy from Breed- 
love Nurseries as long as they live, 
and like as not will hand the habit 
on to their children. Many of the 
active names on the present mail- 
order list have been there for most of 
the 20 years Breedlove has been going 
after mail-order business. 

2. He keeps costs down wherever 
this can be done without sacrificing 
the fine quality and reliability of mer- 
chandise—or the quality of sales pro- 
motion. 

Cornerstone of Breedlove sales pro- 
motion is the catalog which, issued in 
spring and fall of each year, accounts 
for most of the mail-order volume. 
In full natural color, it illustrates 
many varieties of roses, flowering 
trees, shrubs and fruit trees—a good 
cross-section of everything grown )b\ 
Breedlove Nurseries. 

“The layout of a nursery catalog 
has a big bearing on sales results, ’ 
Breedlove maintains. ‘‘Each page 
should contain an eye-pleasing ble: 
of colors in the flowers it picture 
and the catalog’s arrangement shou 
lead one on from page to page.” 

Any flower lover would find t! 
Breedlove catalog as hard to lea 
as a beautifully laid out garden. | 
could scarcely put it aside witho 
going through each of its 32 heav 
enamel-coated pages and_ orderi: 
everything his budget would alloy 
Descriptions of plants—often writt: 
with poetic enthusiasm by -flow 
lover Breedlove himself—are printé 
in large, easy-to-read type. The cat 
log carries an insert giving a comple’ 
index of contents, unusual for 
nursery catalog, instructions on plan 
ing and care of roses and trees, a! 
a personal message from Breedlov: 


SALES MANAGEMEN 


i 


-hat 
2ed- 
ive, 
abit 
the 
vail- 
t of 
Ing 


nde s 


La AR EA 


<p aged 24 fi 
fis. dateie! «sees emer 


PR canoe war gens 


Make it easy for your customer to buy! 


Put yourself in his place. Have vou ever tried order- 
ing from a clumsy, hard-to-manage binder? 

Since catalogs are like salesmen, choose a binder 
as you would a salesman. Let Remington Rand aid 
you in the selection of a cover with “Sales Appeal”. 
Give your products and services the best break — and 
you'll make more sales! 

Look over the binders pictured on the right: 
LEY-L-LOK is ideal for sales presentations — it opens flat, 
sivs flat. . “Look, no hands”! 

CA°ALOGER is best for sales catalogs that expand. Holds 
as many as 1000 sheets and lets them lie flat! 
S*.©MASTER combines a flat-reference catalog with a 
\ ..al sales presentation on a built-in easel. 
TF .OCK gives you compression, flat-reference, and 
¢.» sheet changes, too. 
P’ \-PRONG saves inches in overall size, yet holds many 
© sheets per inch than any standard ring binder. 
k ington Rand offers the widest variety of binders 
¢. r found under one maker’s name. You choose the 
b ders that suit your specific needs, fit your budget. 
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LEV-L-LOK 


Get the complete story now on these versatile sell- 


# 
SALEMASTER 


CATALOGER 


5s ToReeere fun sremet iemeer 


ing aids! Send the coupon today! 
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Management Controls Reference Library, Room 
1378, 315 Fourth Avenue, New York 10, N. Y. 


Please send booklet LL 172. I understand that this request 


does not obligate us in any way. 


_____ Title 


Company 


Address 


City 


Zone 


State 


enticing, glowing scarlet-red . . 
intoxicating fragrance ... 


. 


of a young bride's ‘I do’... 


Lyrical Copy 


. . « from the Breedlove catalog: 


Describing a red rose called "Rome Glory”: 
. voluptuous, full-bodied form . . 
continuous, abundant bloom.” 


Describing a rose called "McGredy's Sunset'': "Begorra, and here is a lush- 
blooming Irish rose with the sunsets of Killarney in its veins. Saffron blooms 
with delicate tints of orange and rich scarlet grow in lovely candelabra 


effect." 
* + 
Describing a rose called "White Briarcliff": "The measured cadence of 
Lohengrin . . . the slender, flickering altar tapers . . . the treasured memory 


all these in a rose. 
with sleek, graceful buds and a wealth of perfect blooms all season long.” 


“Here is a fiery hussy... 
. exotic, 


* 


Satiny white, Hybrid Tea 


Despite the large run, about a 
quarter million annually, each copy 
of the catalog costs around 24 cents 
to produce. 

It’s in connection with this mailing 
piece that Breedlove does some of his 
hardest thinking. William F. Finn, 
head of William F. Finn & Associ- 
ates, Tyler advertising agency that 
works with Breedlove in preparing 
the catalog, has this to say: “He can 
tell you at any time, exactly how 
much each page of the last catalog 
cost to produce and exactly what 
brought in sales.” And Breedlove 
comments: “You make a profit on a 
catalog only when each page is a pay- 
ing one.” On each item advertised 
each season, Breedlove Nurseries 
keeps a complete record of sales. This 
is in addition to the card-index record 
of customers, which shows purchases 
made by each one, from season to 
season. 


Test for Listing 


Each new catalog repeats sales 
winners from the last one, and omits 
any items which didn’t sell in profit- 
able quantities. “We've never yet 
produced a perfect catalog from the 
sales standpoint,” Breedlove admits, 
“but we try to make each one better 
than its predecessor.” 

For several years catalogs have fea- 
tured “Mrs. Breedlove’s Favorite 
Dozen,” a combination of 12 differ- 
ent rose varieties in white, blush 
pinks, scarlet reds and deep crimsons, 
melting yellows, and lush two-tones. 
This makes a complete range of colors 
for the garden and for cut flower ar- 
rangements, and the customer gets 
one each of all 12 roses for $9.95. 
If he bought the plants singly, they’d 
total $14.40. The reason for this sav- 
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ing: A bundle of 12 roses, once as- 
sembled for packing, can be prepared 
for shipment with little more labor 
cost than a single rose which an em- 
ploye has to get from the bin. Sales 
results have proved excellent on the 
Favorite Dozen and on several other 
combination offers. 

About three-fourths of each catalog 
is devoted to roses, Characteristically, 
Breedlove chooses to illustrate and 
describe a yellow rose on the cover 
page, “because most flower growers’ 
catalogs put a red rose on the cover.” 
To offset the action value of red, and 
the fact that 30 to 40% of all roses 
sold are in that color, he leads off 
with the yellow “Peace,” a patented 
bloom which has been awarded the 
American Rose Society Gold Medal 
and has taken top National Awards 
in France, England and America. 
The full natural-color picture of 
“Peace” on the front cover is so real- 
istic that it almost makes one smell 
the delicate fragrance. Although one 
of the most expensive roses in the 
catalog (prepaid $2.50 each, 3 for 
$6.60, 12 for $26.40), “Peace” is one 
of the best sellers. 

To receive the Breedlove Nurseries 
costly catalog, customers are chosen 
with the same care as the plant stocks 
pictured in it. The aim is to mail the 
catalog—so far as possible—only to 
practically assured buyers. A careful 
check is made of the card-index rec- 
ord showing each customer’s pur- 
chases, with dates and amounts. If 
there has not been a fair-size purchase 
for two years or more, the customer’s 
card usually is taken out of the active 
file and his name is dropped from the 
catalog-mailing list, but no name ever 
is thrown away. Active customers 
usually are sent the catalog without 
advance inquiry; indeed, they often 
ask for the catalog before Breedlove 


has had time to send it. Inactive cus- 
tomers may be sent a postal card ask- 
ing whether they want the catalog, 
but this bit of sales promotion always 
depends on plant stocks available. 
The catalog goes not only to pre- 
vious mail-order customers, but to 
many Texans who have driven to 
Tyler to make purchases in person, 
And as a result of word-of-mouth 
advertising by customers, each season 
several thousand home _ gardeners, 
previously unknown to Breedlove 
Nurseries, write in for catalogs. At 
Breedlove flower exhibits at fairs and 
other places, several thousand more 
are handed out—but only on request. 
Breedlove records show that the 
average customer who orders at all, 
orders at least twice from one catalog. 
So the Finn advertising agency sees 
that each catalog includes two order 
blanks, so arranged that one blank 
can be torn out and filled in, leaving 
the other intact for later use. 
During his early mail-order opera- 
tions, Breedlove experimented with 
“bought” mailing lists. “But they 
never proved any good,” he recalls. 
“So, over the years we gradually 
built up our own list; first through 
radio advertising and later through a 


small amount of national advertising | 


in magazines appealing to household- 
ers. We estimate that each name on 
our active list has cost us $1.25.” 


What Kinds of Ads? 


In addition to the catalog, the only 
advertisements Breedlove is now using 
are a few small, black-and-white ad- 
vertisements in national magazines. 
They usually feature some new pres- 
tige item such as a Breedlove patented 
rose. Breedlove explains that, al- 
though he has 1,300 nursery acres, 
thus far his production is absorbed by 
long-time customers, many of whom 
have been on the Breedlove books for 
10, 15, 20 or more years, and who 
continue to buy year after year; new 
customers resulting from word-of- 
mouth advertising of old-timers, and 
a Breedlove retail store recently 
opened in Houston. 

Why has Breedlove Nurseries so 
many long-time, season-after-season 
customers? The answer lies in: 

1. Sturdy plants, sure to grow and 
flourish if properly cared for. 

2. Super-fair treatment of cus*tom- 
ers. Breedlove, without question, 
makes good his replacement guaran- 
tee even though he knows that Breed- 
love growth-tested plants can fail in 


i 


a 


os 


performance only because of improper f 


care by the customer. When making 
replacements, he requires only the 


mailing tag and the customer’s state- Ff 
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WORKING AMERICA LEAVES HOME IN THE MORNING 


and GOES HOME in the 
EVENING 


TO SELL MORE 


GO HOME IN THE EVENING WITH THE 
CHICAGO DAILY NEWS 
TO THE ABLE-TO-BUY FAMILIES WHO 
CAN AND WILL BUY! 


CHICAGO DAILY NEWS 


For 77 Years Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


ORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building MIAMI BEACH OFFICE: Hal Winter Co., 9049 Emerson Ave. 


SAN FRANCISCO OFFICE: Story, Brooks & Finley, 703 Market Street LOS ANGELES OFFICE: Story, Brooks & Finley, Inc., 1651 Cosmo Street 
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> Mayflower has developed the 
safest, most efficient moving 
methods and equipment, and 
standardized them to serve you 
any place in the United States... 
and to and from Canada. This 
means you can count on Mayflower 
quality everytime ... everywhere. 
It will pay you to standardize 
on Mayflower for your person- 
nel moves! 
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ment that plants have proved unsatis- 
factory. “‘Flower lovers almost invari- 
ably are honest,” he says. “And they 
respond to our unquestioning conf- 
dence in them, not only by acting 
honestly but by placing future orders 
with us.” 

3. Breedlove’s personal interest in 
the customer: “More than the dollars, 
I’m interested in the customer.” He 
is always ready to answer letters of 
inquiry or letters asking advice about 
plant culture. 

During his first five years in the 
nursery business, Breedlove, like other 
East Texas nurserymen in the early 
thirties, marketed largely through 
wholesalers, with some retail sales 
made to customers who drove to 
Tyler from Dallas and other nearby 
points. Today, a substantial propor- 
tion of his business still comes from 
“driver” sales. In 1932 his principal 
wholesales outlet went bankrupt, 
owing Breedlove for large stocks of 
plants. If Breedlove Nurseries were 
to prosper new outlets must be found 
quickly. But in that depression year 
it was difficult to interest wholesalers, 
and Jesse Breedlove was not sold on 
dealing with wholesalers, anyway. 

At this point, into Jesse Breedlove’s 
office walked an advertising man from 
Dallas: Sam Pondrum, now vice- 
president of the First National Bank, 
Dallas. Pondrum laid before Breed- 
love a plan for advertising direct to 
home gardeners. “We weren't five 
minutes making a deal,” recalls 
Breedlove. 


The Doubting Thomases 


Breedlove and Pondrum agreed on 
a forthcoming radio advertising cam- 
paign, plus a catalog which would be 
sent to prospects on request. Then 
Breedlove planted a million rose 
bushes to meet the mail-order demand 
which he was confident would be cre- 
ated. “You'll never sell a million 
rose bushes!” exclaimed shocked fel- 
low-growers. When Breedlove ex- 
plained his radio-and-catalog adver- 
tising plans, they shook their heads 
in skepticism. Who ever heard of 
people ordering roses by mail, and 
during a depression of all times! 

The radio advertising began 5 
using, in the fall, stations in the md 
Gulf Coast area where people can 0 
winter planting. Gradually mov’ g 
north, it finished in spring, with rac 0 
stations as far north as the Grevt 
Lakes. In all, about 50 stations w 
used. 

Catalog requests and mail orde’s 
from the catalogs came in at such 4 
rate that Breedlove sold not mer::} 
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she nillion rose bushes he had planted, 
bu. an additional 330,000. He filled 
ex. ss orders from the stocks of some 
of he nurserymen who had laughed 
lo. ‘est at his big ideas. 

he first catalogs were in black 
an white. Later Breedlove added a 


fe color illustrations, which upped 
the cost — but doubled sales. Seven 
years ago when William F. Finn & 


Associates began to work with Breed- 
love on the catalog, they jointly 
evolved the present catalog showing 
everything in full natural color. 

\ll his life an ardent flower lover, 
Breedlove can wax poetic about the 
ispiration of working with growing 
things and introducing them into the 
lives of others. ‘““To show a healthy 
profit in any phase of the nursery 
business, we must save wherever we 
can without sacrificing the customer’s 


interests,’ he maintains. 


Faith in Mail Order 


\ “customer’s interest” operation 
s plant-testing for growth reliability, 
which goes on constantly at Breedlove 
Nurseries. “It helps us to ‘grow a 
list of pa Toe customers,” Breedlove 
points out. And all plants are shipped 
with roots wrapped in a special mois- 
ture-retaining substance. When a 


home gardner receives the long green 
container of corrugated cardboard 
bear; ng the imprint, “Breedlove 


Nurseries, Tyler, Tex.,” and opens 
it up to see the care with which his 

rchase has been packed, he is more 
than ever sold on ordering by mail— 
and ordering from Breedlove. 


\ll Breedlove mail-order custom- 
ers receive fine, healthy plants. To 
help them keep them that way—and 


to cut down on expensive replace- 
ments by Breedlove Nurseries—con- 
siderable time and money are spent to 
g instructions on planting and 
Whatever kind of plant the 
ymer orders, or whatever the size 


ot his purchase, Breedlove Nurseries 
sei(s him printed instructions under 
separate cover, the same day the pack- 
ag: is shipped. 


penses could quickly run away 
v profits, but Breedlove and his 
Ke. associates (mostly members of his 
vy) study costs with the same 
ising care that they devote to 
Pp improvement. Cost is broken 
aon on each phase of the business. 
set up a certain amount for each 
that enters into cost — 
advertising, packing, ship- 
etc.—and each has to stay with- 
budget,” says Breedlove. The 
By cdloves constantly look for ways 
ve labor time in packing and 
processes. 


g ing, 
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call it 


Influence 


... an added 
attraction of 


THE DALLAS NEWS 


e Like the subtle touch of perfume 
that causes ties to be straightened 

. or the elusive spices that make 
an apple pie delicious . . . the reli- 
ability and prestige of The Dallas 
News add an effective ingredient to 
paper and ink. 


e Call it influence .. 
confidence . . . it’s an extra some- 
thing that adds streagth and sell to 
any product advertised in The News. 


. sway... or 


e The area of this influence is wide 
and large, for The News is the 
breakfast time visitor, the family 
newspaper of 72 North Texas coun- 
ties —a market of more than a third 
of Texas’ population and wealth. 


e With the News’ larger circulation 
and larger market, plus the News’ 
impelling influence, you’ve a right 
to expect greater return when your 
advertising is in The Dallas News. 


@ Number of Families: 


® Population: 3,144,400 
— more’ than "/srd of 
population 
939,000 
@ Effective Buying Income: 


$4,006,738,000 
— 40% of the State's total 


Texas’ 


@ Buying Income per 
family: $4,266 


@ Retail Sales: $3,264,267,000 
@ Food Sales: $707,800,000 


@ General Merchandise: 
$492,690,000 


@ Furniture, Household, ° 


Radio: $159,108;000 
$105,605,000 


® Automotive Sales: 
$709,455,000 


SM, May 10, 1952 


e Drug Sales: 


® NEWS CIRCULATION: 
Weekdays — 172,305 
Sundays — 182,547 


ABC Publisher's Statement 
March 31, 1952 


a Wanrkel 4 3 million Texand 
with ower $4 ilion tr spend! 


Ghe Dallas Morning News 


CRESMER & WOODWARD 


REPRESENTATIVES 
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James M. LeGate,General Manager 


5,000 WATTS - 610 KC + NBC 


National Rep., George P. Hollingbery Co. 
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FIT NICE AND EASY! 


They’re not too tight for 
comfort...not so loose they’re 


baggy — just good and easy! 


You see, like the old...but so sage 
...Story of the big frog in the little 


pond, we believe in concentration! 


And, it’s more than paid off. By 
staying in and growing with our 
own familiar neighborhood where 


we know our way around... 
where everybody knows the 


service we’ve rendered these past 
26 years... we've built a solid, 
ever-growing following among 
the local boys (the boys who stay 
home too, and check results). 


And, if you’ve any doubt about 
the kind of a selling job WIOD 
can do for you here in our 


billion plus, lower East Coast 
neighborhood...just ask your 


Hollingbery man! 
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ravine zone 403,500 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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But a nurseryman’s best chance to 
cut costs on mail orders, says Breed- 
love, is to carefully regulate the re- 
gional distribution of sales. While he 
receives and fills orders all over the 
United States and from 27 foreign 
countries, he has always concentrated 
the bulk of his mail-order sales pro- 
motion in Texas and adjoining states, 
thus reducing parcel post expense. 
Actually, nearly 70% of all mail 
orders come from within Texas, and 
another 20% from adjoining states. 
In addition to the saving in trans- 
portation costs, there’s another advan- 
tage in selling so close to home: 
Texas and nearby states in the Gulf 
Coast area have a mild winter which 
allows fall planting. Thus, Breedlove 
Nurseries’ fall sales volume almost 
equals spring. The fall catalog largely 
repeats items from the spring catalog, 
depending on their sales performance 
and on stocks remaining over from 
the earlier season. 


Why Mail Is Cheaper 


With all its costs of full-color cata- 
log, of packing and shipping, mail- 
order selling is a far less expensive 
way for a nurseryman to do business 
than personal selling, Breedlove be- 
lieves. Why? “Because in mail-order 
selling we can estimate and allow for 
costs beforehand. When a customer 
comes to our nurseries, however, the 
cost of making a sale is an indeterm- 
inable and ungovernable factor, de- 
pendent on how much he takes of the 
salesman’s time. He may know exact- 
ly what he wants and buy quickly.” 

But customers always are warmly 
welcomed at Breedlove Nurseries. 
Frequently a Texan who has received 
the full natural-color catalog can’t 
resist driving to Tyler to see Breed- 
love’s beautiful plants growing in the 
fields, and to make his selections on 
the spot. This, of course, is the most 
“expensive” customer of all, costing 
Breedlove Nurseries both a mail- 
order catalog and the time of one of 
the Breedloves or an employe. But 
he’s also a customer who probably 
will remain on the Breedlove active 
list for years to come. Jesse Breed- 
love often escorts him around person- 
ally, helping him to pick out the 
plants he wants and explaining their 
culture. 

If the customer’s heart is set 
something which, at the moment, i 
out of stock, Breedlove sends h‘ 
down the road to a competitor w 
has that particular plant. Thus is 
sustained the reputation of the Tyler 
area for unfailingly complete nursery 
stocks. 
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| BILLION 


DOLLAR 
VALLEY 


Twice the buying power of Balti- 
more! Twice the food sales of San 
Francisco! Twice the drug sales of 
Pittsburgh!* That’s California’s in- 
land market — the Billion Dollar 
Valley of the Bees. But don’t expect 
to cover it with coastal California 
papers. You need inland California’s 
own papers—The Sacramento Bee, 
The Modesto Bee and The Fresno 
Bee. 

*Sales Management’s 1952 Copyrighted Survey 


McClatchy Newspapers 


THE SACRAMENTO BEE e THE MODESTO BEE ® THE FRESNO BEE 


National Representatives . . . O'Mara & Ormsbee, Inc. 
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ONE FOR 
THE BOOK: 


Only 5 cities in the 
United States have 
Sunday newspapers with 
circulations larger than 


MINNEAPOLIS SUNDAY 
TRIBUNE 


620,000 


in the Upper Midwest! 


Coming Soon... 
in Sales Management Oct. 1: 
"Decentralized Management Multi- 
plies G-E's Opportunities” 


By Lawrence M. Hughes 


Indexes of business activity never climb steadily for very | 


12 Ways to Cushion the Effect 
Of a Declining Market 


long. Maybe you haven't a slump today, but if one should 


develop in the months ahead, are you ready for it? : 


A survey of factors which enable 
companies to maintain profitable sales 
volume in periods of declining busi- 
ness has been completed by James E. 
Jump and Associates, industrial mar- 
keting consultants. The survey was 
conducted among companies that 
maintained profits during the 1938 
and 1948 buyers’ markets. 

While no one company used all of 
the following methods, the list pro- 
vides a convenient method of check- 
ing off the extent to which you are 
prepared for a buyers’ market, and 
may suggest possibilities for improv- 
ing your position. 


Methods of Maintaining Profits 
In A Declining Market 


(generalized from practices 
of successful companies) 


1. Have pre-tested product im- 
provements ready for introduction 
when sales need a “‘shot in the arm.” 


2. Add complementary tie-in prod- 
ucts to provide a broader selling base 
and to absorb manufacturing capacity. 


3. Eliminate unnecessary product 
features and services to provide a 
“price” line with which to meet com- 
petition. 


4. Use the most economical and 
effective sales and distribution meth- 
od for each product in each market. 


5. Use agents, wholesalers and 
dealers to blanket the “small order 
market” and thus provide volume 
which you could not afford to solicit 
directly. 


6. Decide now which of your cus- 
tomers and prospects will continue to 
buy even though general business falls 
off—and take steps to insure their 
loyalty. 


7. Assume several levels of sales, 
each lower than present, and set upa 
sales budget, including advertising 
and promotion, for each level. Avoid 
the suicidal “percentage - of - sales” 
method. 


8. Establish methods for accurately 


measuring and controlling sales costs 


in relation to results for each product 
and each salesman. 


9. Have a method of establishing ff 


quotas which will be satisfactory and 
realistic in a declining market, and 
tie it to an incentive compensation 
plan which will spur salesmen to 


‘maximum efforts. 


10. Set up the most reliable sales 
forecasting method you can develop. 
Accuracy should be secondary to be- 
ing able to predict major changes in 
market trends. 


11. Make sure there is an adequate 
number of aggressive, young men 
coming along in your sales depart- 
ment. 


12. Arrange for, and assign to a 
responsible individual, a continuing 
program of developing and capital- 
izing new marketing opportunit es. 


a 


The problem of the sales fo: 
caster is that of weighing +t! 
effect of business conditions 
the sales of his company. If th 
relationship is close, little othe 
information is needed. If it is n« 
direct, research must be unde 
taken to 
general statistics which do corr 
late with sales. 


locate other and le 


—Harold H. Maynard an: 
Herman C. Nole 

Sales Managemen 

{The Ronald Press 
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People with more responsibility, less time 


America has a habit of rewarding ability and responsibility 


Es with a title, more work, and more responsibility. While titles 
ery | . ’ , 
; 7 mark the people with the higher-income and the men who 
uld © ; - 
+ d make the important decisions and purchases, they also mark 
i+? | 
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the people with less time. Less time to see people. Less time 
to read everything. More and more such people are 
concentrating their reading in “U. S. News & World Report” 
—because this one so completely serves their need for 

the essential news that affects important business, 


important incomes, and important decisions. 


ass ews Magazine 


“U. S. News & World Report” is read by men in the key 
positions in every kind of business: plant managers and 
treasurers, purchasing agents and presidents, office managers 
and engineers, sales managers and production chiefs. 

One characteristic they share in common—a keen interest 
and large stake in news that helps them in their business. 
That keen interest can also include the news of your product, 
your service, and your company. Because of non-duplication 
with the other news and management magazines, they 
constitute an important market available only through the 
advertising pages of “U.S. News & World Report.” 


FIRST IN ADVERTISING GROWTH 
* e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


Avazi CIRCULATION GROWTH 
CBaZIN€ | ¢ World Report | wsrazecm se 


1951 ABC Gain 18% Over 1950; Greatest in Its Field 
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Common 


Gripes... 


Lobby Interview 


Back-Door Selling 


Faulty Purchase Records 


Faulty Specifications 


Badly Timed Calls 


Disinterest 


Chiseling 


Discourtesy 


Reciprocity 


...as seen by salesmen 


We don’t get the opportunity to tell 
our full story . and often waiting 
competitors hear our proposition, 


We are forced to do it because pur- 
chasing agents try to discourage calls 
on technical people in the plant. 


Customer’s incomplete stock and pur- 
chase records lead to needless rush 
and duplicate orders. 


Inadequate descriptions lead to mix- 
ups in quantity and quality. 


Delays on one call lead to lateness all 
through the day. 


Why do purchasing agents show so 
little interest in new products or im- 
provements in old ones? 


Buyers who are price-minded at the 
expense of quality, and who make 
unwarranted claims for defective and 
damaged goods. 


Some buyers sign letters as they listen 
to presentations, take phone calls, and 
have office interruptions. 


This is unfair to competitive sellers 
and not always in best interest of 
buyer. 


... by purchasing agents 


Some salesmen waste too much time 
. . . but we still try to give all a 
hearing. 


Buying procedures established — by 
management are upset with behind- 
the-back dealings. 


Supplier fails to confirm acceptance 
of orders, and delays in delivery. 


Supplier fails to provide buyer with 
complete descriptions. 


Why do salesmen call at lunch or 
closing time, or on out-of-the-way 
offices without a definite appoint- 
ment? 


The salesman has a good alibi for 
failing to make a sale. 


What’s wrong with shopping for 
value? 


We have inside work to do in addi- 
tion to listening to sales presenta- 
tions. 


With quality, delivery and price 
comparable, why not? 


(This is the concensus of salesmen and buyers at a “Gripe Night” meeting of the Purchasing Agents’ Associa- 


tion of Los Angeles. ) 
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Corporation Christmas Gifts: 


Policies and Practices of 497 Firms 


SM subscribers report on 
what they gave last year 
and on most popular gift 
presented — also received 
— over the past 5 years. 
Average recipient list 600, 
average cost $10 per item. 


The editors of SM asked 1,500 
subscribers 15 questions about their 
policies and _ practices concerning 
Christmas gifts to customers, pros- 
pects, suppliers and associates, not in- 
cluding greeting cards or wall cal- 
endars. Four hundred seventy-nine 
responded during the first two weeks 
of July and the tabulation which fol- 
lows is based on those returns. Ulti- 
mately some 600 answered the ques- 
tions. 


|. Slightly more than 70% _ of 
American corporations presented gifts 
(not including cash gifts, bonuses or 
profit sharing to employes) — last 
Christmas season. 


2. The average (mean) number of 
gifts was about 600 and the average 
cost about $10 an item, or an average 
expenditure of $6,000. 

One corporation out of every 6 had 
a gitt list in excess of 1,000, and 1 
out of every 8 had more than 2,000 
on the list. One in 3 had a list under 


‘100. The largest grouping was in 
the 100-249 category and the median 


average of gifts was about 225. 


lo whom were they presented ? 
xty-five per cent gave to ‘“‘custom- 
ers, 18% to “dealers,” 27% to dis- 
tribitors and jobbers, 22% to em- 
ploves. The total, 132%, runs beyond 
00’ because some companies gave 
to more than one group. 


ls it a good business investment ? 


Seventy-eight per cent think it is, 
16" say “No,” and 6% aren’t sure. 
=>. Do they want to say “Merry 
( tmas’ in tangible form, or do 


teel forced to do it because they 


n tollow competitors? Seventy 


nt say they would continue such 
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10 Simple Rules for Christmas 
Gift-Giving in Business 


|. Try to suit your choice of gift to the needs and tastes of 
recipients. Many of respondents supply their salesmen with a 
list of items. Salesmen learn from associates and secretaries 
what might be most pleasing to the "boss." 


2. If in doubt—you are most safe in sending something the 
whole family can enjoy. 


3. Don't forget that remembrance is usually more important 
than the intrinsic value of the gift itself. If your budget is $10 
per customer, for example, a $2 gift to the secretary and an 
$8 gift to her boss may be better than a $10 gift to him. 


4. Do take the time to do a careful check-iob on your list: 
names, initials, and "'Mr.", "Miss", or ‘'Mrs." if your list is made 
up of both men and women. There isn't much flattery in 
receiving a gift if Miss Pauline Watkins gets something de- 
signed for a man and is addressed sloppily as "P. Wilkins.” 


5. Do your shopping early enough so you will have ample 
time for wrapping and mailing to insure arrival before the 
holidays. A gift that arrives late is always an anti-climax. And 
spend a little extra on gay wrappings if the present is 
wrapable, 


6. If you give something you can't deliver—tke a contribu- 
tion to CARE, give careful thought to the wording of the 
letter that goes to the person in whose name the contribution 
is made. 


7. Whatever you choose for a gift, make this your rule: Buy 
the best quality available of a lower-price product rather than 
a poor quality of a higher-price product. Better, for example, 
to give a handsome billfold than a cheap traveling case. 


8. If you have your company name and/or trademark on 
your gift, keep it subdued. You spoil the whole thought of 
Christmas by over-commercialization. 


9. Do remember that overly expensive or overly elaborate 
gifts often embarrass the recipients and thus defeat their own 
purpose. 


10. If in doubt about what to give, stick to non-perishable 
foods, candy, smokes, liquor, flowers or charity funds. These 
are generally "safe" gifts; they please most recipients. 
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a program even if none of their com- 
petitors had a gift policy; 26% would 
drop the idea if competitors followed 
suit; +% aren’t sure. 


6. A letter advising recipients that 
a gift is on the way is used by 20% 
of corporate givers. The other 80% 
send the gifts without any notice, 
and— 


7. Delivery is most often made by 
mail (78°), followed by delivery by 
the salesmen, 45% ; messenger service 
is used by 16%, express by 3%. To- 
tals add to more than 100% because 
some companies use more than one 
method of delivery. 


8. Is it in good taste to have the 
gift forever identified —such as an 
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2. Desk 


imprint or a plate on the product? 
Sixty-four per cent voted “No” on 
this question, but it should be re- 
membered that many of the most pop- 
ular gift items are perishables or 
quick-consumption items and only a 
card could be used. 


9. What is the reaction of the 
sales force to a Christmas gift pro- 
gram? “Enthusiastic” say 499°, 
“mildly enthusiastic” say 40% ; “dis- 
interested” say 11%. 


10. A policy of buying direct from 
the manufacturer (farmer, packer, 
etc. included) is followed by 61% 
of corporations. Forty-three per cent 
buy from business-gift jobber special- 
ists; 24% buy from retail outlets. 
These percentages, too, total more 


Gift Ideas 


1. You can order fruits-in-season to be shipped once a month. 
Photo shows how typical boxes are dressed up. 


et with clock, and either two fountain pens, or a 
fountain pen and ballpoint. 

3. Table radio with long-life batteries. Model in gray; tu be 
available shortly in black, ivory, green, tan, red. 


4. All-purpose chopping and cutting block. Maine rock maple. 


su 


Good for barbecues and buffets. 11” x 2',”. 


than 100% because some companies 
buy from several sources. 

11. Who decides on how much is 
to be spent on gifts? The executives 
who have a hand in it are: 

24% 


Presidents 


Executive vice-presidents 13° 


Vice-presidents of sales 13% 
Sales managers 33% 
General managers 8% 
Boards of directors 36 
Advertising managers 2% 
Others 4 


12. Who makes the decision on 
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5. Gift cheese pack, typical of many fine assortments available. See 
later photos for other versions. 


ynth. 6. It’s called a “Bunker Bag.” Tan hide, with outside compartment 
| for shoes, ete. Zipper close. 18” long. 


or a 7. Well-designed, efficient telephone index. Touch of finger opens unit 
to any desired letter in alphabet. 


uv be 8. Electric clock, as modern as a space ship. 


9. Food pack of sundae sauces, preserves, jellies. 


aple. (more pictures on p. 68) 
cin what is to be purchased? Again, sev- Food 28% 14. “Looking back over the past 5 
— eral vet in the act: a see , years—what gift made the biggest hit 
g Yesk & . ~. pens 19¢ ai Sa. _ 
Desk & office, inc. pens 9% with recipients? 
‘ Presidents 5% : . CG . , , 
h is i idents I Liquor 10% Office equipment, inc. pens 20% 
tives Executive vice-presidents 11% eo iii OY 
; Allow recipient to choose 8% Food 20% 
Viesdeuiiees of ele 11% . se 
e-presidents of sales Ke) Cutl 60% 
¥s ‘ utlery 0 . “y 7% 
y? Sales managers 36% ; y Cutlery 1% 
General managers 6% Magazine subscriptions 6% Lighters 1% 
| Salesmen 10% Lighters 5% Clocks 5% 
Division managers 8% , 
‘ nf aaa id pi Others 18% Home appliances 4% 
C, A‘ vertising managers o ; ee ee ee ees Cf 
‘ Brands mentioned most frequently: Magazine subscriptions 4% 
( 4 e ° . ° 7 
( In 46% of the reporting companies Zippo lighters Liquor 3% 
: 5 
c; one inan decides the amount to be — : on 30; 
spen and the article or articles, Fortune subscriptions, Fruit-of-the- pnts "o 
C; Month Clothing, sport 3% 
13. What were the most frec ly , eyes 
’ ‘ quently oe 24 fe . " ¢ 
, Rta : ee arry & David fruit, Semca clocks st frequently: 
usec gift items in the 1951 Christmas j ' Brands mentioned most freq y 
- seas) ? Brown & Bigelow billfolds. Zippo lighters 
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More 
Gift Ideas 


Harry & David fruit 

Parker pens. 

15. “What business gift have you 
received during the past 5 years that 


pleased you the most?” 


Office equipment, inc. pens 23% 


Food 22% 
Liquor 9% 
Lighters 8% 
Cutlery 6% 
Hobby equipment 3% 
Clocks 3¢ C 
Luggage 3% 
Home appliances 3% 


Brands most frequently mentioned: 


Fruit-of-the-Month 


14 


10. Every kitchen has knives that “won't 
cut hot butter.” This electric knife sharp- 
ener will fix ’em. 

11. Two packs of cards, bridge score pad. 
Cards decorated with Audubon prints. 
12. Many a handsome ham will grace 
many a Yule buffet table. 


15 


13. “Curio” glasses, decorated with col- 
lectors’ items, such as stamps, coins. 

14. Sleek, smartly designed cigarette 
lighter, with crown and shield decoration. 
15. There’s always liquor . . . and some 
of it comes in luxury bottles with extra 
glass stoppers. 


(more pictures on p. 70) 


Parker pens 

Sheaffer pens and sets 

Norma pencils 

Brown & Bigelow Keymatics 
Zippo lighters 

Fortune subscriptions 

A survey made in 1951 by For- 


tune shows the following average 
prices per gift in 10 categories: 


Food products 


Liquor 4.23 10.72 
Household gifts 16.47 4.98 
Gift certificates 11.01 15.06 
Leather goods ay 5.62 
Perfumes, toiletries ey 3.66 
Wearing apparel, men’s 9.72 5.07 
Jewelry 28.06 6.77 
Wearing apparel, women’s 4.45 4.05 
Sporting goods 13.81 35.62 


The same Fortune survey indi- 


cated total expenditures as follows: 


Average Total for 


Number of Employes Employes & Customers 


Less than 99 $ 864.38 
100-249 1,887.50 
250-999 2,412.00 
1,000-2,499 5,241.67 
2,500 and over 18,710.00 


A sampling of last year's presents 


Respondents were asked what item 
or items they gave last year and ap- 
proximately how many of these items. 
A chemical company gave Mary! «nd 
oysters and was precise as to the 
quantity. It was 70,700 — but we 
doubt they counted each one individ- 


ually A manufacturer of a'ito- 
matic control devices gave 4.'/UU 


screwdriver kits, detachable han:les 
with Phillips-type blades, to 4.'!0U 
customers and distributors and plastic 


(continued on p. 80) 
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Ball Pen and Pencil Gift Set 


SEPT 


Nationally Advertised 


ry 
Sys y 


Your product always in sight with 
RITEPOINT Patented Display Top Pencils. 


Gift Pencil 
| Pen and 


cil Combination 


Jet Feed Pen... 


with 2 second refill 
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RITEPOINT CO. « 


(1) Send free catalogue. 


Name 


D-154,945 
Other 
Pats. . 
Panding 


ite po Wa sells for a --- every hour... every day! 


itepoint 
“See-the-fluid” LITERS 


@ VISIBLE FUEL CHAMBER... 
your message. 


@ ALWAYS A LITE... with Ritepoint. That’s why your 
message will be seen every hour —every day! The 
““See-the-fluid’’ feature and the easy re-filling mecha- 
nism, plus the extra flint holder assures constant use of 
Ritepoint Liters! 


an eye-stopper with 


*Rated best manual type lighter by unsolicited, inde- 
pendent laboratory tests. 


Send for Free Catalogue Today. 


DEPT. A. S$. D. ¢ ST. LOUIS 9, MO. 


() Have representative call. 


Position 


Street 


City 


Zone State 


RITE 


POINT CO. * DEPT. A. S. D. *y$T. LOUIS 9, MO 
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Join the Sales-Minded Companies 
who effectively use 


a Pontiac 
if Chevrolet 
Frigidaire 
Union Oil 
Packard 
elc., etc. 


Your name or trademark on the 
distinguished Evans lighter is an enduring, 
useful, and economical sales aid to give 
with pride. Design sketch and prices(250or 
more) will be sent promptly—no obligation. 


Orper Now For CHRISTMAS 


Jeweler-designed... 


more lights per filling... ? : 
16. Luxury gift for outdoor men. A 10-power unit. Handmade em: 


efficient low-cost production. : : 
bossed case lined with sponge rubber and dubonnet velvet. 


17. King-size ash tray in heavy crystal. Base of Mission leather. Im- 
print or initials can be placed on leather in holder to be seen through 


EVANS: We might use___________ lighters. | 
i the bottom of the tray. 


NAME 
18. Beautiful, beautiful fruit. Mexican wicker reusable bushel-size 
hamper. Oranges, grapefruit, kumquats, limes, tangerines. Also comes 
in half-bushel size. 


COMPANY 


ADDRESS | 


Send trademark, letterhead, or slogan 


for free sketch and quotation. 19. Set of billfold and pocket secretary in calfskin. 


pe ae ee es ee aay 


a 


20. Blendor—appliance of a hundred uses. An intelligent addition to 


EV ‘ 
pend) sage tach any bar or kitchen. 


North Attleboro, Massachusetts 


(more pictures on p. 79) 
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IEWSWEEK FOR CHRISTMAS 


triply-wise choice for business giving! 


usiness-wise executives pick Newsweek! Impeccably tasteful... thoughtful... 
not showy! Of course, flattering... because it’s respected and non-partisan, known 
for distinguished reporting to an intelligent audience. (86% of Newsweek’s readers 


are businessmen.) 


And this gift can’t get lost in the holiday shuffle! Hand-signed announcement cards 


say ‘Merry Christmas”; then Newsweek every week of the year renews your good 


wishes to important friends, employees, clients. 


news-wise business readers welcome Newsweek’s exclusive “extras”: Peri- 
scope’s canny predictions —Profitable forewarnings on Business and Washington 
Trends — Expert signed opinion by Moley, Lindley, Hazlitt, Spaatz, famous guest 
columnists (and inimitable Lardner on Sports!) — Special Reports on major news 


events — AND unique Significance roundups on the meaning of the news. 


Also: advertising leader Newsweek carries a big volume of “must” pages for man- 


+ cA at aad eA 


agement men. Altogether, a gift businessmen will use, enjoy, appreciate 52 weeks 
of the year! 
price-wise budgeters really favor Newsweek...so kind to expense accounts 


at Bargain Christmas Rates: 


isweek only $4.00 each Christmas Gift! 
($4.75 if less than 5 are ordered. Regularly $6.50 
per year. Special rates expire December 31, 1952.) 
to: from: 


152 West 42, New York 36, New York 


Send 1 year of Newsweek to each of the — 
attached. title 
Please bill me 
company 
a Instructions for signing gift card appear below each name. 
You are to mail cards to reach giftees by Christmastime. address 
L] Send cards to us—we wish to sign and mail personally. city zone state 


wn 
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A Gift to please 
Everyone! 


Whether you want 
the Finest 


P132 Silver Over- 
lay handles on 8 
Steak Knives, in 


Treasure Chest 


or 
a popular priced 
Household Item 

P155 5-knife 


Q 
SN - 


a fine Pocket Knife 


CAMILLUS 
No. 21 
America's most 


popular fine knife 


or 
an inexpensive 


Give-Away / 


Our 76 year old firm is famous 
for high quality cutlery—pocket 
knives, sportsmen’'s knives, 
household cutlery of all kinds. 
Write us about what you re- 
quire, the price range, and 
quantity needed, and we will 
be glad to submit our recom- 


mendations promptly. 


as 


CAMILLUS 
CUTLERY 
COMPANY 


58 Genesee St. 
Camillus, N. Y. 


Basic 
Product 


Food 


Office 


Equipment 


Liquor 
Magazines 
Clocks 


Golf balls 
Picnic kit 


Sport equip. 


Table | 


What Corporations Gave in 1951 


(The total of figures under “quantity” does not always coincide with figure following 
"Specific Product" because some respondents did not specify quantity used.) 


= 
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Poe Coe Do 


Specific 


Cheese 18 
Preserves + 


Sausage 3 
Fruit 3] 
Turkeys 17 
Lobsters- 
oysters 2 


Hams 11 


Baskets 6 


Candy- 
nuts 7 
Fruit 
cake 5 
Clock, 
electric 
Letter 
opener 3 
Memo 
pads 5 
Lighters 7 
Barom- 
eter l 
Diction- 
ary | 
Ash trays 4 
Telephone 
list 
finders 4 
Ruler 1 


Desk sets 2 
Diaries 14 
Desk pads 3 
Thermos 2 
Pen- 

pencil 11 


Humidor 1 


Mise. 2 


Quantity 


Under Over 
Product # 500 500 


a 


an 


bo 


i) 


No 


. 
eed 


w 


Ww 


Brands 
Most Mentioned 


Maytag, Cheese Pack, Swiss 
Colony, Graham Farms 
Smuckler’s, New Orleans, Epi- 
cure Club 

Scott, Pedersen 
Fruit-of-the-Month, Harry & 
David, Magic Valley Grove, 
Blue Goose, Mission Pak 
Swanson, Wodley, Swift, Ar- 
mour, Bare Foot Boy 


Hormel, Armour, Rath, Wilson, 
Rodeo, Neuhoff 
S. S. Pierce 


Peterson, Stover, Verly, Liberty 
Orchards 


Nabisco, Wolferman, B & C 


Mark Cross 
Zippo, Brown & Bigelow 


Kemper- Thomas, Spinner 


Brown & Bigelow 
Kemper- Thomas 


Dartnell 


Sheaffer, Parker, Wearever, Dur- 
o-Lite, Ritepoint 


I. W. Harper, Cutty Sark, Old 
Forester 

Fortune, National Geographic, 
Life, Time, Esquire, U. 8. News, 
Newsweek 

Semca, New Haven 

Spalding, U.S. Rubber 


(continued on p. 74) 
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Oists eo BY 
if LLED AND BO 
"€ Oto Grano-Dan Disriserv CO 
FRANKFORT, KENTUCKY 


The standard bottle 
and handsome gift 
decanter cost 
the same. 


(1D GRAND-DAD 


(Give 


and you give the best! 


Show your good friends the high regard you 
have for them by choosing Old Grand-Dad. 
There is no substitute for this famous 
bottled-in-bond Kentucky straight 

bourbon whiskey. 


Head of the 
Bourbon Family 


(RAND-DAD 


KENTUCKY 
STRAIGHT 
BOURBON 
WHISKEY 


petri 5 pao o's Be 25355 


aMPRETTE | rue 080 


- : 


eet tt tt 
a) 


The Old Grand-Dad Distillery Company, Frankfort, Kentucky 
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What Corporations Gave in 1951—con't. 


never Basic Quantity Brands 


Product # Specific Under Over Most Mentioned 


Xmas 
un d er esti ma te decorations 5 | + Nesco tree stands, Angleskelet, 
Halvorsen 
Cutlery 18 12 Klever Kleaver, Personna, Aber- 
crombie & Fitch, Brown & Bige- 
low 


Blankets 3 | Horner 
Lighters 16 3 Zippo, Ronson, Parker 
oe Pocket 
reminders 10 2 7 King 
| Knife 
SOR «te 


wn 


we 


sharpener 2 Cory 
P| Stadium robe 


Gloves 


iOo_— 


| Car & hand 
lamps 2 I 
th i4 i... Books 4 > 2 
Toiletry sets 3 Bristol-Myers 
a bit of Natp ire ’s beauty fresh from the | ae etry sets 7 4 | m e 
silent forest? of the frozen North... I rays = - 
= -o oe re of Christmas throughs | Razor blades 4 1 2 Pal (imprinted ) 
It’s the finest of Gifts .. 2. . r'\ and . . xe 
aiid radio 4 2 RCA, Admiral, G-E 
Made available to you by the Christmas lo ' a ’ es 
Tree King of America — Roy E. Yial- | Own product 7 
vorson. The choicest of choice Halvor- | d ” 4 ? y 
son trees res¢rved for deluxe gifts of Jewelry ys yA Swank 
thoughtful donors . . . unique expres- , fo] ty 7 a 
sions of Christmas sentiment no c*>er | Cigars / i I Fl Producto . 
gifts can equal! | Wallets 12 7 4 Meeker, Amity, Brown & Bige- 
The Highlight of Christmas... .«. low 
Small enough (32’’) for table use’. . Home 
gay enough to engulf the hearts of all . 5 je a 1: - : 
in home or office . . . these gleaming appliances 12 / 4 G-E, Philco, Nesco, Dormeyer, 
white flock-coated, forest-fresh ever- > 
greens, the specially designed ornaments ’ Sunbeam 
and trimming, the personalized cards Plaving cards 3 2 1 U.S 
from you will bring a traditional bit of Rs, - i 
Christmas into the very hearts of those Pottery l | Rookw ood 


you wish to remember. Cash or oift 
ae .—< 


An Outi certificates 14 + Saks, Marshall Field, Rogers 
ift. an Peet, Wanamaker : 


k 1 Select : 
impressive package: individu- . 
Delivered well before Christmas, the ally 26 | 
gaily decorated mailing carton will open 

the yuletide season in home or office. (B: ase! 25 respondents ) 


Its plush base is a reservoir of nourish- 
ing plant stimulants which will keep 
it alive far longer than ordinary trees. 


Table II ” 


. 7 e 1V 
What Gift Made the Biggest Hit? oe 
anc 
(Respondents were asked to evaluate over a 5-year period.) of 
Basic Specific Sec 
Product # Product # Brands Most Mentioned ] 
not 
Food 48 flay 
Fruit 20 Cobb’s of Florida, Fruit-of-rthe- wen 
Month, Harry & David, Mis-ion 7" 
Pak . 
Lobsters 1 — 
Cheese 5 Swift, Swiss Colony 
Hams 10 Rath, Kerber, Wilson, Rodeo 
Delicacies 6 S.S. Pierce, Heinz, Scott, Pe ‘er- 
sen 
Turkeys 1 


i | Fruit cake 1 Manor 
G/VOrSON TREES, INC. Wild rice 1 


Dept. 7 390 Lake Ave. So., Duluth 2, Minn. 


(continued on p. 76) 
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[s there a 
« Chairman 
of the Board 
on your 
A Christmas 
\ List? 


Give bin 


A gift of Drambuie honors both the recipient and the LOOK for 

giver. Made in Scotland since 1745 from the secret Drambuie in 

recipe of Prince Charles Edward’s personal liqueur— colorful holiday 

and formerly produced only for the Princes and Peers packages. - 

of the Realm—Drambuie is the only cordial with a At fine liquor 

Scotch whisky base. stores every- 
For a luxurious after-dinner adventure, there is where. 

nothing like a ‘‘dram of Drambuie.” Its unique dry 

flavour and exquisite bouquet make it the world’s 

most distinguished cordial. The price, including taxes, 

is under ten dollars a bottle. 


Imp. by W. A. Taylor & Co.,N.Y. e Sole Distributors for the U. S. A. 


“Try Drambuie* ON THE ROCKS” 


There are two delightful ways to en- 
joy Drambuie —‘“‘on the rocks’’—in 
an “old fashioned”’ glass—with twist 
of lemon peel if desired—or in the 
traditional cordial glass. 
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What Gift Made the Biggest Hit?—con't. 


A) a Basic Specific 
& Product # Product # Brands Most Mentioned 
Nuts 2 California) Almond Growers, 
Liberty Orchards 
Oysters 1 


| 

| Office 
| equipment 47 
| 


: Memo pads 8 Autopoint, Brown & Bigelow 
a <so | Pen-pencil sets 15 Parker, Sheaffer, Eversharp, 
YTHE_MINATURE 7 _ Wearever, Dur-o-lite 
BUTCHER BLOCK | Pencils 2 Norma 
Desk lighters 1 
Ash trays 2 Kemper- Thomas 
‘Id | Paper weight I 
How To Buil | Desk sets 3 
GOOD WILL | Letter openers 2 Brown & Bigelow 
Diaries 10 Dartnell, Geiger 
Here’s a practical ‘“‘good will’’ builder that’s | acnifvi ae : 3 
different—one that will please the backyard | M ignifying glass I Osborn 
chef as well as his wife. It’s a miniature Telephone indexes 2 
butcher block just like your butcher uses. Just | Li : 7 
the thing for carving, cutting, pounding, barbe- | 4-IQUOI 
cues, buffets, etc. | Champagne l 
Handmade _ from solid, beautifully finished Magazines 9 Fortune, National Geographic, 
blocks of Maine rock maple with end grain rm 
cutting surface. Easily cleaned and just the a if e 
right size for home use. 11 inches square by | Clothing 7 
2% inches high, mounted on rubber tipped 5 , 7 
legs. Weight approximately 7% lbs.  Indi- Dress shirts l 
vidually packed. Thousands in use. Satisfac- . ee ae 
tion guaranteed or money back. Sport shirts 2 
Write or wire for complete information, lie clips m i 
prices and quantity discounts. Produc- Gloves 2 Fur & Feather Farms 
ic limited — 1 safe, ge details ‘ . 
x: Tiga « play afe get deta Christmas 
decorations 2 1 
IBROC WOOD PRODUCTS CO. Cutlery 17 
| 7 , . - x ' 
P. ©. BOX 104 bd AUBURN, MAINE | Steak knives 10 Ekco, Gerber, Carvel-Hall 
a mere Pocket Personna, Case-Wand | 
. , Knife 
The Ideal Christmas Gift | sharpeners 3 Cory 
rT ” | Pocket 
AGED” WISCONSIN CHEESE | ‘OS. t 
secretaries J 
| Salad sets 2 Munising \ 
| Hobby 
equipment 4 é 
Tools 2 ( 
Golf balls l 
Playing cards l s 
Car robes- < 
o e x 
blankets 8 Horner, Brown &, Bigelow 
Clocks 12 
Electric 2 
Travel + Lux, Vernon 
PACK NO. 5 (shown above)—A truly representa: | Lighters 16 Zippo 
tive assortment of fine cheeses packed in a beautiful Cottee pot l Corv 
green and gold foil box. Contains Alpine Brand > Wis y 
Swiss, Brick, Cheddar, Smoked Cheese, Dessert, Books J Rand, McNally Atlas 
Baby Gouda, Bleu Cheese Roll and Port Salut, Net OP i Nasi tanie ») a. sane "K acc R- Rob- 
ia te. tee $6.40 Poiletries 2 Bristol-Myers, McKesson & Rot} 
PACK NO. 1—This box contains 5 liberal portions bins : 
of Wisconsin's finest cheese, ‘‘Alpine’’ Swiss, ‘‘Al- “eat Bock. en eS 
pine’’ Brick, ‘‘Alpine’’ Baby Gouda, ‘‘Alpine’’ Dessert | Cunt links I Hickok 
and “‘Alpine’’ Smoked Cheese. Net weight approx. | Candle 
3 Ibs. 10 ozs. Postpaid — ---.$4.75 | as Ba 
PACK NO. 9—Contains Alpine Baby Gouda, Alpine or holders Konstant 
Dessert and Alpine Smoked Cheese. Net. wt. approx. Vhermometer- 
1 Ib. 7 ozs. Postpaid = -- $4.99 bar >) a i ee 
arometer 2 avlor, Airguide 
PACK NO. 11—A beautiful Shadow Box filled with => & Taylor, Airguide 
Wisconsin's finest cheese assortment and imported I uggage “ Oshkosh 
Norwegian sardines. Contains Alpine Brand Swiss, > a ») = 
Cheddar, Melo-Pure, Edam and LeRoi, plus two cans otter) Rookwood 
of sardines. Picnic 
Shipped prepaid by express ___.__________- $13.50 . 5 
: equipment z 
Write for complete brochure. Pocke 
Enclose check or money order with all orders. aa et 2 ' 
Write for Discount Available on Quantity calipers ; ] Executive 
Orders Billfolds 5 
The SWISS CHEESE SHOP Home ; ; 
Box 335 MONROE, WISCONSIN appliances 10 G-E, RCA, Nesco 
We reserve the right to substitute items of equal or : STF 
better quality if necessary. (continued on p. 78) 
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For the client 
who has everything 
a superb 


“| BUSINESS GIFT 


6-year-old 


OLD CHARTER 


raphic, 
Kentucky’s Finest Straight Bourbon ,@ 
in Exquisite Decanter é 
TO THE MAN who knows good whiskey, 

1 ) Old Charter in this gift decanter will strike the 


perfect note. For, in any container Old Charter 
is a masterpiece, aged six long and quiet years 

to perfection. If you have someone to whom you 
would give nobly, give Old Charter in this 
gleaming gift decanter, at no extra cost. 
(Naturally, Old Charter is also available in the 
standard package with a gay Christmas carton. 


; Superb purchase — wonderful gift! ) 
Ww 


} & Rob- : 


the whiskey that 


4 didn't watch the clock 


we) —6 long years! 


16 men, 


"fe 

2% 
y,. 
- 

E “m, 

Fy ot ine, 


STRAIGHT BOURBON WHISKEY + 86 PROOF ~+- BERNHEIM DISTILLING CO., INC., LOUISVILLE, KY. 
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How to get 
greater goodwill 
from your gifts 
this Christmas 


Give practical 


Serrated Edge 
Steak Knives or 
Kitchen Sets 


No. 5400P 


_ The trend in corporate Christmas 
giving is overwhelmingly toward 
practical gifts which the whole 
family can use and enjoy. At sur- 
prisingly little cost you can join 
the hundreds of companies that 
have already reaped lasting good- 
will with gifts of Burns Knives, 
the original serrated edge cutlery 
sold in most fine department and 
specialty stores. Wide range of 
styles from $2.50 to $10.00 for 
customers gifts, salesman’s prizes 
and employee gifts. 

Sets illustrated above: 


No. 8095, Combination Slicing Board and 
Knife Rack with 4 knives and fork. One 
of 15 Burns Kitchen Sets. 


No. 5400P, Deluxe Steak Knife Set in at- 
tractive packette. One of 12 Burns Steak 
Knife Sets. 

Write for catalog and 
prices of BURNS Steak 
Knife and Kitchen Cutlery 
Sets or see your advertis- 
irg specialty distributor. 


BURNS 


MFG. CO. 
Dept. SM, Syracuse, N. Y. 


Basic 
Product 


Travel & 
trips 


Gift 


certificates 


What Gift Made the Biggest Hit?—con't. 


Specific 


# Product # 


l 


2 


Don’t know 20 


(Base: 242 respondents) 


Brands Most Mentioned 


Table Ill 


"Of Gifts Received, What Pleased You Most?" 


Basic 
Product 


Food 


Office 


(Respondents were asked to think back over the past 5 years.) 


Specific 


# Product # 


72 


Meats, assorted 
Ham 

Sausage 
Turkeys 

Fruit 


“I DO bo Ww 


Ww 


Candy 

Cheese | 
Nuts 

Herbs 


Delicacies 


equipment 76 


Liquors 


Magazines 

Lighters, 
personal 

Measuring 


tape, steel 


Blankets 


Ash trays 
Containers 
Diaries 


an Un 


P&P desk sets 16 


Pens 14 
Pencils 6 
Thermometers 6 


Telephone indexes 9 
Desk clocks 2 
Desk lighters 7 
Memo & Note pads 4 
| 
l 


~ 


Dictionary 
Brief Case 


Jib 


Sheets-pillow 


cases 
Car spot 
lamps 


— 


bo 


Brands Most Mentioned 


Oscar Mayer 


Rath, Neuhoff 


Fun & Feather, Club Turkey 
Fruit-of-the-Month, Fidelity, 
Grove, Hesperian Orchards, 


Mission Pak 
Borden, Kraft, Tillowook 


Spice Island 
Epicure Club 


Advg. Corp. of Amer., Execu- 
tive Desk Chum 

Sheaffer, Parker 

Parker, Autopoint, Dur-o-lite 
Norma, Scripto, Parker 

Taylor 


Keymatic, Bates 


Redi-flame, Ronson, Flaming: 


Webster 


Lord Calvert, Park & Tilford, 


Old Grand Dad, Old Forester, 
I. W. Harper, Marie Brizzard 


Fortune, Esquire, Life 


Zippo, Ronson, Dunhill, Par<er, 


Brown & Bigelow 
Stanley 


(continued on p. 80) 
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More Gift Ideas 


21. Desk fountain pen, available with 


any of three different types of pens. 


22, Super-duper bridge set: 8 decks 


of cards, 4 magnetic pencils which 
cling to the metal edge of the card 
table. 4 score pads. 


23. Metal tape measure. Can be per- 
sonal: zed. 

24. How much more surprised could 
you 'e—if you received a barrel of 
live lobsters for a lobster feast? 
Shipped, iced, from the Maine Coast. 
Barre's of 10 or 20. 


more pictures on p. 85) 
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[PS 22 


BAKED IN WINE 


READY TO CARVE 
AND SERVE 


° who 
. enius v m 
giness BOs nfie 
The busit of Smith + ol 


PREPAID = Add soe 

Per Ham West of Miss. River 
Send check or money order. 7 to 12 pound weights. 

State weight desired. We'll refund or bill you for difference. 


“SPECIAL” FOLKS DESERVE 
THIS FINE TENNESSEE HAM . . . 


Folks just naturally rave over the 
satisfying nut-like smoked flavor of 
real country ham, cured by tradi- 
tional Southern methods, especi- 
ally the way we do it in Tennessee. 
That's why you'll be mighty proud 
to give this unusual gift of genuine 
“Old Time" Tennessee hams. 


We've got a fine-looking lot this 
year ... one of the finest we've 
seen in our nearly sixty years of 
curing hams. Every one is Christ- 
mas-wrapped, and they cost less 
than you'd think. They're fully 
smoked ... all uniformly cured. 
Weigh from 12 to 16 pounds. No 
refrigeration needed. More infor- 
mation on request. Try one for 
yourself. Here's sure enough 
Southern eating at its best. 


NEUHOFF PACKING COMPANY 


Adams St., Nashville, Tennessee 


The Tastiest Ocean 
Treats from Gloucester 


Make Most Unusual 
Christmas Gifts 
From Che Sea 


SEND FOLKS THESE 
FAMOUS SEAFOODS 
DIRECT FROM OLD GLOUCESTER 


Here’s your chance to give friends 
a gift such as no one else will 
give them—A GIFT OF DAVIS 
SEAFOODS—useful, unique, sen- 
sible. There’s many a delicious 
meal in this assortment, at every 
one of which your kindness will 
be remembered and appreciated. 
Year after year our individual 
and business customers have 
found pleasure in giving these 
acceptable gifts. 


IT'S THE CHOICEST QUALITY 
OCEAN FISH YOU CAN OBTAIN 


All Davis Seafoods are carefully 
selected from the very pick of the 
fishermen’s catches — have that 
‘tang of the Sea’ flavor that 
means mealtime enjoyment. 


MY CHRISTMAS SERVICE 


GIFT PACKAGE 
CONTENTS 

@ Clam Chowder 

®@ Codfish Cakes 

@ Crabmeat 

® Finnan Haddie 

®@ Kippered 


Gift Box packed in 
Christmassy _ style, 
sealed with holly 
tape and including 
helpful recipe book- 
let. A distinctive 


Greeting Card en- Herring 

closed (or your : ee 

own, if preferred). @ Shrimps 

Shipment forward- @ Tuna 

ed to arrive in time ” ~~ cans 

for Christmas. Nat- Only 

urally, Complete $5 90 

Satisfaction Guar. aitecceh East of 

anteed. Mississippi. For 
prepaid Delivery 


further West--Points 


HOW TO ORDER 


Simply send us the 
list of those to be 


East of Colorado 
add 20c. Colorado 
and beyond add 
40c. 


remembered, We 
will not pack your gift until time to insure 
arrival for Christmas. Payment 1aay ac- 
company your order or hilling cxtended 
when satisfactorily rated in Dun:, 


FRANK E. DAVIS FISH CO. 


10 CENTRAL WHARF 
GLOUCESTER, MASS. 


"Of Gifts Received, What Pleased You Most?”"—con't. 


Basic 
Product # 


Specific 
Product 


Binoculars ] 
Ice buckets 2 
Clocks 11 
Cutlery 18 
Steak 
Pen 
Knife 
sharpeners 3 
Pocket 
secretaries 4 
Tool sets 
Glassware 
Camera 1 
Luggage 1 
Razors, 
electric 2 
Clothing 3 
1 
7 


bo bo 


Coffee pot 
Wallets 
Gift 
certificates 4 
Umbrella l 
Sport-hobby 
equip. 
Books 
Home 
appliances 10 


CS et 


Do not accept 
gifts 6 


(Base: 328 respondents) 


Brands Most Mentioned 


Bausch & Lomb 
Vernon, Jefferson 


Gerber, Ekco, Carvel-Hall 


Cory 


Steuben 
Eastman 
Heinn, Cavalier 


Schick 
Cory 


Rand, McNally Atlas 
RCA, G-E, Nesco, Dormeyer, 


Sunbeam 


Corporation Christmas Gifts: 
Policies and Practices of 497 Firms 


(continued from page 68) 


memo book and card cases to 40,000 
service men... A piston ring manu- 
facturer reports great success with 
2,700 units of a year’s supply of razor 
blades (Pal) imprinted with the com- 
pany’s trademark. 

An electrical corporation gave 
nothing to customers or dealers but 
distributed 23,000 turkeys (Swift & 
Co.) to employes . . . A maker of 
trailer coach bodies gave 5,000 “‘spe- 
cially produced plastic lighters” to 
customers, while a chemical company 
presented 5,000 boxes of Florida cit- 
rus fruits to customers and employes 
. . . The vice-president of an indus- 
trial supply company believes that the 
distribution of 2,000 kitchen cleavers 
(Klever Kleaver) to customers was a 
good business investment and yet he 
questions whether his company would 
have a gift program if none of their 


competitors followed the practice. 

A paint brush manufacturer finds 
that the 1,000 Bristol-Myers toilet 
goods gift boxes given last year made 
a bigger hit than any of the gifts used 
during the past 5 years... The vice- 
president of a lighting equipment 
manufacturer used 5,000 Verlys candy 
bars last year and says that he has 
used this item consistently over the 
years because it is so well received 

A farm equipment manufacturer 
believes that a gift should always 
carry the firm name. Last year he 
used 10,000 Kemper-Thomas Co. «sh 
trays and this year will use the same 
number of rulers made by the same 
company. 

A glass manufacturer used 3,000 
boxes of Christmas tree orname:ts 
last year and says that they made a 
big hit with recipients but “we shall 
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HEINZ VARIETY ASSORTMENT— only Ae 


© eFifteen wonderful gifts in one—from delicious Heinz Mince 
Meatto crisp, tasty Heinz Cucumber Pickle! Packedin a specially 
designed and gaily decorated Christmas box, this Heinz Assort- 
ment has holiday appeal inside and outside! The rugged 
corrugated box assures delivery in good shape. if you would 
like to see a sample Variety Assortment before — in 
large quantities, write us today! . 


e @e EXTRA! We help you add the personal touch 
by including, at no cost, appropriate gift cards, en- 
velopes and stickers. — 


HEINZ HOLIDAY 
JELLY ASSORTMENT 


2 
only each 


Minimum order, 
one case— $8.60. 
Four assortments 
per case. 


®@ Cherry, Crab Apple, Elderberry, 
Grape, Raspberry, Blackberry, Red Currant and elesutahe 
sparkling fresh fruit jellies add festive flavor to meals! They're 
gift-packed in a sturdy, beautiful Christmas box. 


b. '9e2 


Give a Gift 


HEINZ 
CHRISTMAS 


ASSORTMENT! 


AKE A BIG HIT with every man on your list, and 
please his wife too, by giving Heinz Variety 
Assortments or Heinz Jelly Assortments this Christmas. 
It’s the perfect way to solve your gift problems be- 
cause nothing is more universally liked than food. Since 
the family food bill takes a large part of the family 
budget, a food gift is a welcome present. And here is 
food of the finest quality—HEINZ quality! 


@ Heinz Gift Assortments are ideal for customers, 
business associates, friends and relatives. There is no 
need to spend hours of time and effort shopping for 
individual gifts—for here are gifts that please them all, 
young and old, men and women! You know they’re 
good because they’re HEINZ! 


@ MAILING SERVICE: We will be glad to ship your Assortments to 
individuals, per your iist. Small charge for postage and handling 
required in some areas. Write today for full information. 


Early orders get priority! Sorry, no orders filled after 
November 30, 1952; west of Denver, November 15, 1952 


H. J. Heinz Company, P.O. Box 57 
Pittsburgh 30, Pa. 


His Wife Will Like, Too! 


Use This Coupon or Your Own Order Form—Mail TODAY! 


a Heinz Variety Assortments @ $4.60 each 
a Heinz Jelly Assortments @ $2.15 each 

[_] Check Enclosed _] Money Order Enclosed ~| Bill Firm 
Name 

Firm 

Street 

City Zone State 


8! 


new and unusual 


( 


electric clock 


So handsome on an office desk...so beautiful in the home! The “Golden Hour”’ 
will be the most talked-about gift of all...a gift that reflecis your own good 
taste...and above all, a gift that will be appreciated for years. The hands 
“float” in the crystal, yet it is accurate to the split second. 24 $2950 


Karat gold plated...brushed to a satin finish...fully guaranteed. 


plus fed. tax 


See it at the Business Gift Dept. of your local 


store...or write for name of your nearest dealer 


JEFFERSON ELECTRIC CO., 908 25th Ave., BELLWOOD, ILLINOIS 
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probably discontinue the practice of 
sending a gift to customers. It has 
no ending and can cause trouble if 
someone is overlooked by mistake,” 
Several other respondents mentioned 
the same headache. 

A maker of electric mowers js 
typical of many who say that whis- 
key is the gift that pleases them most 
but who do not give whiskey because 
of the difficulty of separating the 
drinkers from the non-drinkers . . 
A midwestern sales executive found 
that a Zippo lighter was the best gift 
that he had received—and so turned 
around last year and gave 2,000 Zip- 


| pos to customers . . . A canning com- 
| pany says that Zippo lighters with 
| no advertising except small insignia 


made the biggest hit as a business gift 


| the company had used in the past § 


years but last year he couldn’t repeat 
on that item and gave 700 Amity 
wallets ... A maker of building spe- 
cialties used 10,000 imprinted nail 
clippers in 1951. 

On the theory that most of their 
customers play golf, one company 
gave 5,000 U.S. Rubber golf balls 
bearing the company trademark ... 
Magazine subscriptions are increas- 
ingly popular, with some lists as high 
as 1,000. 


Companies Offer Choice 


Especially where the distribution 
of the gifts is through the sales force, 
there seems to be a trend toward the 
use of lists or catalogs from which 
salesmen and/or recipients can make 
a choice. Many of the responding 
corporations allow the salesmen to 


| choose the gift for the particular cus- 


tomer, and this is especially true in 
cases where the salesman is charged 
with part of the cost of the item. 


Source List for 
Good Xmas Gifts 


Some items listed and pictured can 
be obtained by any company from 
local sources. For others, we have 
prepared a printed sheet which show: 
name of manufacturer, tells where to 
write for more information and quan- 
tity prices. If you want this list 
write Readers’ Service Bureau, Sales 
Management, 386 4th Ave., New 
York 16, N. Y. Ask for the Christmas 
gift list. 
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PARKER'S World-Famed Products 


Parker pens, sets . 


Pre-sold by heavy national advertising, 

Parker precision-made pens, pencils and lighters 
are most welcome goodwill-builders. Available 
with imprinting, emblems or product replicas 
... for all occasions, gifts, prizes, sales pro- 
motion campaigns. Inquiries from users 
invited. (Volume discounts on request ) 

Contact W. B. Kaiser, Industrial Sales Director, 
for special attention to your requirements. 


Note: All prices shown are retail prices, subject to F. E. Tax. 


. - $3.50 to $249.00 


FLAMINAIRE 
Butane Gas 
Lighter $14.50 


MAGNETIX 
desk sets $7.50 
to $85.00 


See your nearest Faribo representative or write us direct 


The moat distinctive gift... 


FARIBO 


PAK-A-ROBE™ 


Designed for warmth and beauty, the 
multi-use Faribo PAK-A-ROBE is the 
gift that makes friends wherever it goes! 
Open, it's a Tartan Plaid all-wool robe; 
closed, it's a comfortable cushion of 
leather-like plastic and robe matching 
plaid. To your most important clients 
—your every business friend, give a 


beautiful Faribo PAK-A-ROBE! 


NEW YORK OFFICE & SHOWROOM—40 Worth Street, Gabe Morosco 


Daniel H. Cummings Harold J. Roach — 
300 West Adams Street Faribo Woolen Mill Co. 
Chicago 6, IIlinois Faribault, Minnesota 


(lowa-Neb.- Kansas) 
Henry P. Getchell 
204 Merchandise Bldg. 


Minneapolis 3, Minn. John B, Handford 


3726 Vista Street _ 
Long Beach 3, Calif. 


Mary Cameron (Calif.-Wash.-Oregon) 


427 S. 4th Street 
St. Charles, Ill. 


J. B. Magee 
Industrial Bidg. 
Phoenix, Arizona 


L. E. Masson Jr. 
513 Godchaux Bidg. 
New Orleans, La. 


J. J, O'Conner 
1355 Market Street 
San Francisco, Calif. 


FARIBO WOOLEN MILL COMPANY, Faribault, Minnesota 
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ALWAYS IN DEMAND 
a Christmas Gift with 
Lasting Remembrance 


The “Jaydee”’ Double Action Crown 
Cap Opener and Cork Screw. 
Uniquely constructed, precision tested. 
Chrome finish. 
This beautiful and practical combination 
cap opener and cork screw is a welcome 
gift that can be used in the home, office, 
or carried on the person. 
For special “gift’’? purposes can be had 
in leather cases on which can be im- 
printed the recipient’s name—or com- 
pany name. 

Write for prices 


WILLIAM MOIR 


(Imports from Great Britain) 
Stock available in New York 
for immediate delivery. 


129 West 48th St., New York 19, N. Y. 


FAMOUS CHEESE GIFTS 
Three generations of fine cheese making 
has placed our company in a position to 
offer delicious, natural cheese of exclusive 
flavor. All Gourmet favorites. Mellow 
Normandy and Saluette, Creamy Camem- 
bert and Brie, Pungent Roanne and Rouge 
de Noire, Sharp Cheddar, etc.—Beautifully 
packaged, shipped direct to you and your 
friends, delivery prepaid. All packs uncon- 
ditionally guaranteed. 


THE FRENCH BOX--Ship. weight 5+--$4.50 
THE PIE BASKET-- - " 10st--13.95 
GOURMET 
ASSORTMENT-- 
(Shown above) 


7x-- 9.50 


Send for Brochure—lIllustrating many other 


gift assortments available only at 


Behle Bros. Company 


P.O. Box 52 JUNEAU, WISCONSIN 
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At least to a certain extent the 
salesman evaluates the dollar value 
of the customer and the most expen- 
sive gifts go to the biggest customers. 
He also is supposed to know some- 
thing about the customer’s interests 
and his present possessions. If the 
man has a good pen he doesn’t get a 
pen this year—but instead the sales- 
man tries to find out directly or in- 
directly what the customer or his 
family would like but doesn’t have. 

A maker of twist drills offered a 
choice of General Electric appliances, 
Cannon towels and Ronson lighters 

A maker of heating equipment 
used 1,000 assorted wallets, blankets, 
electric grills and trays. Another 
seller to industry used 30 each of 
Dormeyer deep fryers, Cory knife 
sharpeners and Sunbeam Coffeemas- 
ters ... A cement company used 2,- 
500 items divided between Stover 
candy, Wolferman fruit cakes, cheese 
assortments and_ special — hickory- 
smoked pork loins. 

A maker of pumps used 2,500 as- 
sorted Zippo lighters, Parker pen sets 
and Franciscan pears . . . A maker 
of steel tanks gave to each of 600 
employes a turkey and to 400 cus- 
tomers and dealers there was a choice 
between Cory knife sharpeners and 
thermos bottle picnic kits . . . One 
of the largest makers of hardware 
specialties offered a selective list to 
salesmen and allowed them to use 
their judgment based on the value 
of the account and the personality 
involved. They gave 10,000 gifts se- 
lected from leather cigarette boxes, 
desk lighters, pens, cheese, pocket sec- 
retaries and plastic desk memos. Sev- 
eral gave Christmas greens, tree orna- 
ments, or Nesco tree stands. 


Comments of Satisfied Givers 


Some of the comments may be 
more useful and revealing than these 
statistics, 

An eastern manufacturer who used 
magazine subscriptions and carving 
sets last year tries to make gift-giv- 
ing as personalized as possible—‘‘the 
sort of thing a person would like to 
have but would seldom buy for him- 
self. Since there have been so many 
gadgets sold for the office we try to 
select items for home use.” If it 
weren't for competitive practices this 
company would give gifts only to a 
few customers and dealers, for he 
finds ‘‘unfortunately gift-giving and 
receiving have become so common- 
place and expected that reactions are 
negligible and meaningless.” 

A maker of animal foods disagrees 


(continued on p. 86) 


the gift 
that keeps on 


giving. ” 
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HANOUIA 
portable health lamp 


Here's an unusual gift for clients, 
business associates and friends ... a gift 
that'll remind them of you the year ‘round. 

Modern, ultraviolet health lamps 

made by Hanovia actually have the 
power to aid nature in storing up 
physical energy and vigor in the 
human body. They deliver the same 
type of beneficial light rays as 
expensive professional equipment... 
contribute heavily to physical fitness 
and that wonderful feeling of well-being. 


y 


SPECIAL CHRISTMAS OFFER 
TO BUSINESS EXECUTIVES 


Write today for details of our special 
Christmas gift discount on the popular 
portable model shown above. 


HANOUIA cuemicar & mec. co. 


100 CHESTNUT ST., NEWARK 5, N. J. 
DEPT. SM 
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25. Desk lighter. Runs on compressed 
gas. Leather covered. Can be person- 
alized. 


26. Florentine dagger lighter: a com- 
bination job of letter opener, desk 
weight, lighter. Gold finish, with 
choice of three hilt colors: black, 
green. beige. 


27. Food box features a rich, fat fruit 
cake. Also contains jelly, stuffed 


olives. cheesespread miniatures, Ba- 
Varian lebkuchen. 


more pictures on p. 90) 
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Nesco Model 129-03— 
Super Deluxe Fully Auto- 
matic Roaster-Oven. 


Nesco Model 7016— 
Super Deluxe 6-qt. Oval 
Roaster-Oven. 


Nesco Model No. 4— 
Colonial Canister Set for 
Tea, Coffee, etc. 


Nesco Model No. 3— 
Infra-Red Broiler with two 
unit cooking surface. 


Nesco Marguerite Daisy Decorated 
Ware—a 9-piece housewares gem. 


Nesco Juice Jug to mix, chill, store 
juices and beverages. 


Solve gift problems easily and handsomely the Nesco way. There is 
a gift-right Nesco for every one on the list. A note on your letter- 
head will bring full details. 


0} 
Gifts for Thoughtful oK N - S ( O INC Gifts That Keep on Giving 


201 N. Michigan Avenue, Chicago, Ill. 
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No Store in America 
No company but Kemper-Thomas 
has these new and 
distinctive gifts! 


through countless stores, 
these unique gifts. Or 


ndless aisles, search 


wn e 
p and do where see 


more. s the country—and n° 


beat your way acros 
anything like ‘em! 

But a Kemper-Thomas represe 
He'll show you t 
from the hum 


arantees Use, 
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These Best Sel 


The Wireless Electric Clock! Robot Thinking Calendar! 


Perma-Clock is a_ precision Swiss It took the Danes and Kemper-Thomas 
timepiece that has no wires, needs no to bring America a push-button calen- 
outlet, never, never requires winding, dar—the amazing Robot Thinking 
yet keeps accurate, electric time! The Calendar! Just set it when you get 
secret is a ten-cent battery that needs it. Then each day forever after you 
replacing only about once in eight need only push the button, and 
months, yet does away forever with presto! the correct day, date, and 
unsightly wires trailing across the month appear. Even for Leap Year! 
floor or the need to rearrange furni- Best of all, the handsome Robot stays 
ture so as to be near an outlet. A on the desk of your customer, keeps 
hand-colored, genuine leather case your advertisement, stamped in 24- 
and exclusive Etchart design make carat gold, always at his finger tips. 


this a striking gift. It is suitable for 

both home and office, and your adver- 

tisement or the recipient’s name can The Wege-Styled 
be imprinted in 24-carat gold. Grill-Master 


Only Kemper-Thomas can offer designs by 
Wege, and this is a supreme example of his 
artisanship—a beautiful case of two-tone 
brown alligator Kemelene, superbly decorated 
with a leather applique of original hand- 
tooling. Inside are the three indispensable 
barbecue utensils—a fork, spoon, and turner 
of the finest stainless steel, with burn-proof, heat- 
resistant plastic handles. Plus a chef's apron in a 
colorful print. Hot pan holders sewn on the lower 
corners of the apron make pan-handling painless. 


. see the complete line of 


Exclusive Kemper-Thomas Creations! 


pm + aad 
‘ ' : 
To see our complete line of 1 The Kemper-Thomas Company : 
superb gifts, as well as many : Cincinnati 12, Ohio i 
ae ae ak. ali 5 1 
exclu: Ive and proven sale ; The sample shown in SM looks great! Let’s see all 4 
builders, mail this coupon. ; Your business gifts. Have one of your representatives 
But do it today. Since many , Call me right away for an appointment. ! 
5 apa : ! 
of our gifts are imported or ; a 1 
hand-worked, considerable 1 Me eet rdesenae nestles wrae : 
time is required for their : 
= Ce ra een aren ; 
manufacture. Gifts for de- i ; 
tase a _— ia 1 
livery in time for Christmas SS er a ee Ce ee 1 
must be ordered soon. ! ; 
! 


OFFICES IN ALL PRINCIPAL CITIES 
KEMPER-THOMAS Advertising that fives ciIncINNATI 12, OHIO 


Company Xmas Gifts 
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with fellow sales executives about dis. 
tribution through salesmen. He says, 
“Before the company presented cifts, 
the salesmen would send gifts to their 
dealers, paying out of their own pock- 
ets, and there was considerable dis. 
satisfaction and lost sales time.” The 
company now sends gifts direct to 
recipients preceded by a letter. 

A farm equipment manufacturer 
believes in small gifts “like candy or 
desk calendars” because “they tell of 
appreciation without making one feel 
obligated.” 

The vice-president in charge of dis- 
tribution of an electrical company 
found that the gifts he appreciated 
most were things for home consump- 
tion, such as food specialties, and, ap- 
plying the Golden Rule, the com- 
pany’s gifts to customers are now a 
variety of food items “‘to suit indi- 
vidual taste” . . . A maker of ship- 
ping containers and folding cartons 
used 1,500 gift packages containing 
Northern Spy apples and “we design 
and furnish the carton for the apples, 
thus giving us a chance to demon- 
strate our product. Compliments 
generally refer to design of container. 


WISCONSIN CHEESE 


. « « for Christmas 


Give your business and social friends a real 
treat—a beautifully packaged selection of fine 
Wisconsin natural cheese... from Sak’s! 


""Showcase of Wisconsin Cheese"’ 


Contains seven famous varieties of Wisconsin 
natural cheese in an attractive gift-wrapped lox. 
One of our most popular selections. Shipping 


weight, approximately 
4 Ibs. $4.55 Postpaid 


Luxury Pack 


A very choice selection of eight natural Wisconsin 
varieties of tangy, well-aged cheese. Package in 
an impressive, gifty box. Shipping weight, 


approximately ; 
6 Ibs. $6.75 Postpaid 


Madeira Wicker Hamper 


Fourteen pieces of the most popular Wisconsin 
natural cheese, beautifully packed in a ha.d- 
some, genuine Maderia wicker hamper. An un- 
usually fine selection for those hard-to-please 
special names on your gift list. Shipping 


ight imatel 
See $13.25 postpaid 


SAK'S CHEESE HOUSE 
Middleton 2, Wis. 
Reference: Bank of Middleton 
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= We Fats “8653 Sig hi aie Eight decades ago 70% of all gainful workers 
now a & 2, Ps? ae co oe , in the U.S. A. toiled in agriculture. Today farms 
indi- ’ ~~ 3 es and factories, put together, account for less 
- ship- & ee eg 2 Nhat than 40%. 
artons 5 > 3a ee ‘é Where do the rest serve? Chiefly in distribu- 
aining tion, which includes the physical movement of 
design products to buyers, and all forms of selling, 
pples, advertising and sales promotion at the manu- 
emon- facturing, wholesale and retail levels, as well as 
iments = the widely varied services related to the main- 
tainer, aie : 4 tenance and use of American products. 


With over 60% of our total labor force fall- 
ing outside of farm and factory employment, 
obviously salesmen on the front line of selling 
contribute greatly to the productivity, prosperity 
and the world’s highest standard of living en- 
joyed by the U.S. A. 


Without sales a business fails and jobs vanish. 
No matter how good a product may be, it must 
be sold in competition with other goods. A 
salesman sometimes finds his products not truly 
competitive. He then exercises tremendous pres- 
sures on his employer for better products, lower 
prices, or both. Thus, competitive selling greatly 
influences the progress of American prosperity. 


DOPOD I AI CE HES iP BE I oe 


Countries where selling is inefficient, re- 
stricted or eliminated generate far less wealth, 
happiness and security. 


He ms Competition, especially competitive selling, 
F cS <n FE se ee is a great American Freedom. Let us preserve it 
sconsin ott" ae 3 s 


= hel p3 Oe to assure Progress For All Our People. 
Lipping x x. 3 © 3 % ik 


a ° * 
stpaid 


This report on PROGRESS-FOR-PEOPLE is published by this 

magazine in cooperation with National Business Publica- 

a . a ; a - oe tions, Inc., as a public service. This material, including 

weisht, ot : t mei pected illustration, may be used, with or without credit, in plant 

stpaid 3 — > city advertisements, employee publications, house organs, 
or speeches, or in any other manner. 


THE COMPETITIVE SYSTEM DELIVERS THE MOST TO THE GREATEST NUMBER OF PEOPLE 
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Exciting, New JUMBO design 
in Brilliant Polished Crystal 
wins Influence and Friends 


Here, at last, is an ashtray that has every- 
thing! The features men most wanted have 
been embodied into this brilliant, new, 
functional design. It's Jumbo sized — 7” 
square — and hand made of gleaming, 
polished crystal. It looks “like a million” 
on any desk or table in any office or home. 
It's safe, smart and sturdy. 


It's certain to impress your customer and 
with a company trade-mark, name, build- 
ing or personalized monogram engraved or 
fired on it the remembrance value is en- 
during. The variety of finishes and methods 
of personalizing add much to its distinction 
and acceptability. Every man that sees it 
wants one for either his office or his home 
or both 


Fine quality, superb styling and per- 
sonalization create lasting goodwill 


PHE KIMBERLEY—has everything a man 
wants in a fine ashtray. Whether your gift 
list has 10 or 10,000 names*on it vou can’t 
select a gift that will be more welcome, 
more useful, more distinctive or be longer 
remembered than — THE KIMBERLEY. 
‘Quality considered, its thriftily priced, too. 
Write for details today! 


The MONOGRAM GLASS CO., Inc. 


EVANSTON, ILLINOIS 


IN CANADA: 
The Monogram Glass Company of Canada, Ltd. 
20 Wellington Street West, Toronto 


Hl field» ASHTRAY — 


that has everything — Perfect for Business 


Gifts — for Home or Office Use 


% 


® Brilliant new design; of gleaming 
American, Hand Made Crystal 


® JUMBO size—7'%" square, 112" deep 


® Available with company trademark, 
names, buildings, or monogrammed 


© Gift boxed, ready for mailing 


® Easy to clean; for cigarette, cigar, or 
pipe smokers 


® Perfect for home or office use 


® Ideal for Business or Anniversary Gifts; 
Service Awards; Incentives 


, ® Another exclusive MONOGRAM 
, % creation 


GET YOUR COPY 


7” OF FREE BROCHURE 


! The Monogram Glass Company, Inc. l 
| Evanston, Illinois I 


I Please send FREE Brochure showing com. | 


| plete details on ‘‘The Kimberley” Jumbo | 
| Personalized Ashtray. | 
1 l 

NINN... <3 2c ice saan oncancids cxaesauneucecmsmiuasuesmaaionen | 


Address 


‘ try to select things the entire family 


Our friends who object to more e.§ 
pensive presents accept the applef 
gladly because the intrinsic value jf 
low.” . 

The sales executive of a maker 9 
automatic screw products says tha 
the dollar value of the gift is no 
nearly so important as the apparen: 
effort put into the purchase and selec. B 
tion. One of the biggest hits thi ff 
company made was to present mono. 
grammed dress shirts, and by indirec 
method secured the neck size an 
sleeve length of each recipient . ,. A 
The x-ray division of an electric 
company points up a problem tha 
may be faced by other companies 
with several divisions. “Our lists are 
carefully prepared and cross-checked 
with other divisions so that there are 
no duplications. Christmas remen- 
brances are all sent from a central 
source.” 

A mid-western maker of printing 
equipment sends out a special Christ. 
mas bulletin the first of October to 
all salesmen and in it. is listed a selec- 
tion of 10 to 15 items—mostly fruit 
candy and food delicacies. ““The wite 
is a very important factor and we 


can enjoy.” Salesmen must fill out a 
printed slip on each order and indi- 


(continued on p. 92) 


“GIFTS 


-PREMIUMS 
“AWARDS 


BUY DIRECT FROM THIS 1953 


WHOLESALE CATALOG 


FOR 
CATALOG 


OVER 280 
PAGES OF 
NATIONALLY |_ 


"S53 


5 The 
KNOWN - 
@ DIAMONDS @ ELECTRICAL APPLIANCES FU 
@ WATCHES @ TROPHIES HA 
@ JEWELRY @ PEN SETS 


@ SILVERWARE @ LEATHER GOODS 
@ MANY OTHER GIFT LINES 


WALDRON & CO., int. 
1211 CHESTNUT STREET 
PHILADELPHIA 7, PENNA. 
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ie ae Z Express Prepaid 

— . . | This year give the gift that will please the entire family—delicious, 
r pr i” dewy-fresh Florida oranges and grapefruit. Based on 23 years of 


at ia HADLOCK'S - ——— experience, Frank Hadlock knows the Florida groves that produce 
FAMOUS QUALITY SELECTS the finest quality fruit. Hadlock's modern packing plant has shipped 
Packed full of lush, ripe oranges and grapefruit— beautiful gift packs to thousands of receivers throughout the nation 
all select quality. Our most popular gift pack! —and with enthusiastic response.—YOUR ASSURANCE OF COM- 
Please specify your preference—all oranges, all PLETE SATISFACTION! 


grapefruit or mixed. 


QUALITY BUSHEL (55 Ibs.)...... $6.00 ' 
HALF BUSHEL (27 lbs.)......... $3.95 G7> 7 DeLUXE GIFT PACKS 
a 7 * = = The distinctive gift for those special friends and 
f important customers. If you are looking for the 
superior gift that is certain to impress—this is it! 
Mer [Beautifully packed with finest quality oranges, 
grapefruit, assorted marmalades, honey, tropical 
candy and | |b. tropical fruit cake. 


DeLUXE BUSHEL (60 Ibs.)...... $12.00 
DeLUXE HALF BUSHEL $ 6.95 
DeLUXE FULL BOX (100 Ibs.)... $15.00 
DeLUXE HALF BOX (50 Ibs.)... $ 8.00 


FULL BOX\\\f ff Tropical 


4 Orange Blossom Honey and Guava Jelly— 
The generous gift to please the entire family. two of Florida's finest fruit products—com- 
Same ‘op quality fruit as in above pack. bined on an attractive server tray. 


LIANCES AG FULL BOX (90 Ibs.)............$9.00 
HALF BOX (45 Ibs.). . _....$5,00 COMPLETE WITH TRAY 


EXPRESS PREPAID, DELIVERED TO THE DOOR. Prices quoted are shipments East of Miss. River, except Wis.—slightly higher West. 
Prices are subject to change if express rates change. 


HADLOCK FRUIT COMPANY 


P. O. BOX 8-S MOUNT DORA, FLORIDA 
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MARK al is 


CROSS t 


Fifth Ave. at 55th, N. v: ~~ 


Know all men by these 


CHRISTMAS PRESENTS: 


Know all business men... it isn’t too 
early to think of placing orders for 
Christmas gifts for your clients, cus- 
tomers, staff, friends. Write or call 
our Mr. E. Karabell: He'll send you a 
catalogue, make suggestions, show 
you a thousand handsome and useful 
items, handle monogramming, gift 
wrapping at no extra charge. And 


of course quantity 


orders receive 


special consideration. 


New Stud Box in 
tan pigskin with 
pockets in lid 

for those always- 
disappearing 
collar stays. 


S28 FE LE PES ZEEE ZS 


Build Goodwill with HOENSHEL Gift- 

Wrapped BUSINESS GIFTS for Friends, 

Customers and Employees at Christmas. 
HOENSHEL BRANDIED FRUIT CAKE 


Rich with choice glace fruits and choice nuts 
“The Fruit Cake with a Flavor!” 


This wonderful cake is tin-packed with 
Hoenshel hard sauce, three refrigerator 
jars of Cocktail Delight cheeses and 
prime olives, preserves and jelly by 
Monarch—all items enclosed in a strong 
holiday outer carton (ideal for Overseas 
Shipping too). 
FOR YOUR CONVENIENCE 


No Shopping ... No Packing ... Let us 
handle your entire gift list—for one or one 
hundred—size does not matter. Mail your in- 
structions to us; we will ship direct to your 
friends, each package with a beautiful gift card 
bearing your name. 

WRITE TODAY FOR LITERATURE AND PRICES, 
We will gladly submit samples at your request. 


HOENSHEL FINE FOODS , INC. 


1211 MAPLE AVE. SANDUSKY, OHIO 


28. Cork-lined leather gift box of 6 golf balls. Container designed for re- 
use as a cigarette box. 


29. Set of 4 knives and cook fork. Turned over block serves as a slicing 
board. 


30. Scissors and letter opener desk set. Gold plated handles. Pin morocco 
in red, brown or green. 


(more pictures on p. 100) 


<r Se RRR ee oe 


OF THE NEW 
CHRISTMAS GIFTS! 


Tre, Feyal Som © J ‘i GERARD 


Presented here for the FIRST TIME ANYWHERE, is a gift that is as SMART as it is NEW! 

A beautifully styled, King-Size 17 inch shoe horn, made of light alloy metal finished with heovy 
silver plate or 22k gold plate and topped with a swivel “good luck” horseshoe 

The Royal Horn is encased in a purple flannel jeweler’s bag and packaged in a handsome 
gift-box. Designed to retail for $5.00 silver and $7.50 gold, here’s truly 

a gift for the person who “has everything”. For prompt information on multiple-unit 

prices use coupon—but HURRY as availability is necessarily limited. 


GERARD INDUSTRIES P. O. BOX 385 TOLEDO 1, OHIO 
Send multiple-unit prices on “THE ROYAL HORN” to: } 
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When Christmas Comes... 


. will you still be trying to figure out what 
to give to your good customers? 


Or will you sit back and sigh contentedly ... 
knowing that your gift problem has been 
solved completely and effectively? 


Now is the time to make your choice. Now is 
the time to order to assure your having your 
gifts in ample time for Holiday distribution. 


We manufacture fine leather items for desk 
and pocket. Tell us your approximate price 


range and the quantity you want and we will 
offer specific suggestions to meet your particu- 
lar needs. 


Write us now and you will have an immediate 
answer. 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE * NEW YORK 16 


Factory ¢ Easthampton, Massachusetts 
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unusual... practical 
44 


SAVE WITH QUANTITY DISCOUNTS 
ORDER BY MAIL 


jefferson 
| QI ~ 


electric clock 


LIST PRICE 


$22.50 20% fed. tax 


Here’s a truly inspired gift idea—the clock you can see thru. The 
hands seem to “float” in the crystal dial—yet it is accurate as only a 
top quality precision-made timepiece can be. 24 Karat gold plated. 


Each clock individually gift packaged. Special quantity prices on 
6, i2 or more. 


A full set 
of clubs 
ALL-IN-ONE 


“MIRACLE” 


ADJUSTABLE 
GOLF CLUB 


including 
$2500 


LIST PRICE 


genuine 
combina- 
head cover 
ball pocket 


The “MIRACLE” club positively Jocks into every position from driv- 
ing to putting. The “average” golfer will play better with the 
“MIRACLE” club because it’s easier to groove his swing to the 
length, weight and balance of this one club. .. the “70 shooter” will 
love it for practice and twilight games . . . the man or woman who 
hasn’t played before will have a wonderfully easy way to learn. 
Grand for travelers. Individually gift packaged ...5 year guarantee. 
36, 37 and 38” lengths, right or left hand. 


Write today for SPECIAL QUANTITY PRICES — 6, 12 or more 


INTERNATIONAL SALES CO, * 4453 WEST MADISON, CHICAGO, ILLINOIS 
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Company Xmas Gifts 
(continued from page 88) 


cate a choice of 4 accompanying cards 
to go with the gift—a plain one bear- 
ing only a greeting and with no com- 
pany or salesman’s name; greeting 
with salesman’s name and no conm- 
pany name; greeting with company 
name but no salesman’s name; greet- 
ing with both company’s name and § 
salesman’s name. 

A maker of infants’ clothing dis- 
tributed 700 bushels of Niagara 
County apples to customers last year 
and in addition sent birthday gifts to 
300 buyers, using personal items in 
the medium-price range. This sales 
executive is one of many who points 
out that gifts presented at times other 
than Christmas stand out more 
strongly. Occasions mentioned are 
other holidays, birthdays and anni- 
versaries. 

An eastern manufacturer points out 
that his policy is to select more or 
less personal “gadgets” and that “this 
is quite a chore but with all person- 
nel participating it is not too much of 
a job.” Last year the company gave 
golf balls, electric clocks, cheese and 
food packages and magazine subscrip- 
tions to 300 customers, with costs 
ranging from $3 to $20 each, and an 


ae ie 


Tailor-made for 

your business | 

Exclusively yours 
in your 


community! 


WRITE FOR FREE 


SAMPLES 


Wiles Kimball 


109 Bond St., Oshkosh, Wis. 
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easy as 1-2-3 


| MOST WELCOME. Everyone likes, and can use, a gift of liquor. 
And if it’s a Schenley brand, your business friends will thank 
you many times over—and mean it. That’s because Schenley 7 
means unquestioned quality. 
For: CUSTOMERS +» SALESMEN + DEALERS 


: 2 CONVENIENT TO BUY. One telephone call to your nearby Pa © Semana © Faemene e 

' 2 : vrs . i PROSPECTS « SERVICE AGENTS 

: dealer wraps up all your holiday buying. Widest selection to 

5 ’ ‘ cae ‘ ' 4 PUBLIC RELATIONS (P. S. HOLIDAY PARTIES) 

suit every taste. Expert advice on different kinds of liquors. 

oy ECONOMICAL TO GIVE. There’s a Schenley brand to fit 
every price category on your list, to give you a completely SIR JOHN SCHENLEY 
flexible choice. Order any combination of brands, in any BLENDED WHISKY, 86.8 PROOF 
quantity. What’s more, your gift of Schenley is more impres- 35% STRAIGHT WHISKY 8 YEARS 
sive than other kinds of products at comparable prices. OLD OR OLDER. 65% GRAIN 
: NEUTRAL SPIRITS. 


OLD SCHENLEY 


FULL 8 YEARS OLD. BOTTLED IN 
BOND. STRAIGHT BOURBON 
WHISKEY, 100 PROOF. 


SCHENLEY RESERVE 
BLENDED WHISKEY, 86 PROOF. 
Nature's Schenley’s the best-tasting eh Ce Seeree. Sores. 
unhurried goodness a unmatched skill ~ | whiskies in ages! SCHENLEY DISTRIBUTORS, INC., NEW YORK, N.Y. 
SEPTEMBER 1, 1952 
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YOUR BEST CHRISTMAS BUY IS 


WORLD’S FINEST MEN’S TOILETRIES 


Sure way to make any man shout at Christmas “That’s terrific!”— 
give him magnificent Courtley Toiletries. The gleaming cartons and 


handsome containers make a hit instantly . 


. and, in use, Courtley 


lives up to its promise as the “world’s finest men’s toiletries.” 
Famous Courtley fragrance is so clean, fresh, masculine. 


Courtley Toiletries are perfect for both personal and business gifts. 
In sets $1 to $20. Individual items 60¢ to $5. All prices plus tax. 


‘ 

. 

. 

. 

. 

. 

. 

Magnificent gold-fired Shave 4 
Bowl. Rich, golden box. $5 (no tax). Also a 
“Gold-Line” Courtley Powder, Cologne 7 


and After Shave available individually 
at $5 each, plus tax. Combinations at 
$10, $15, $20 (plus tax). 


Two-piece De Luxe Gift Set. After Shave Lotion 


and Men’s Powder. Handsome, colorful flagons. 


Horse-head closures plated in real gold. 
Available in red, green, black or brown. 
$4.50 (plus tax). 


Four-piece De Luxe 


Gift Set. After Shave Letion, Men’s 
Powder, Men’s Cologne and Shave Bowl. 


Magnificent gift quartet in gleaming, matching 


. 
e gift box. Available in red, green, white, 


black and brown. $8.50 (plus tax). 


Three-piece Gift Set. After Shave 
Lotion, After Shave Powder and Men’s 
Cologne, 3 sparkling containers in festive 
gift box. $3.75 (plus tax). 


WORLD’S FINEST MEN’S TOILETRIES 


average of $10 per item. Its mog 
popular gift over a 5-year period has 
been magazine subscriptions. 

A refractories company allows each 
district sales manager and salesman 
to make his own Christmas list. He 
decides on the individual and the gif 
with the understanding that the items 
are for family use. Then the general 
sales manager approves the list and 
the total expenditure. Last year they 
gave fruit, cheese, turkeys, candy, 
cigars and magazine subscriptions to 
approximately 500. 

A sales manager of a machine tool 
company has an original idea: that 
the best results follow presentation 
of gifts only to the lowest salaried 
bracket in the offices of the company’s 
customers. This company omits giy- 
ing to men in the purchasing and 
management levels but presents tur- 
keys, hams, liquor and golf equip- 
ment to their assistants. 

In a steel castings plant it’s up to 
the individual salesmen to spend vary- 
ing amounts on customers. “We use 
the above method because some cus- 
tomers are very large while others are 
small. We are now considering a 
standard gift.” . . : The sales director 
of a chemical company says, “Too 
much junk is bought by people who 
spend too little thought in buying it 


A SURPRISE GIFT... 
Everyone Will Appreciate 


/T’s \ SURPLER 


it's the new 


DUD FAST 


pocket stapler 


@ The personal stapler you've 
always wanted—take it with you= 
use it at your desk. 
Lightweight—holds 100 staples— 
fastens I2 sheets. 


Beautifully made—uncondition- 
ally guaranteed. Sparkling chrome 
with colorful plastic barrel. 


Choice of 5 colors 
Gift Boxed 
with 
1000 staple: 


SPECIAL QUANTITY PRICES wth 
your mame and trademark imprint 


WRITE TODAY 


DUO-FAST CO. 


4013 No. Chicago 18) 


Damen Av. 


SALES MANAGEMENT 


nasa DaibBet 
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| GIVE BEAUTIFUL, USEFUL EKCO GIFTS! 


wp |\ Your friends will enjoy them every day... for years and years! 
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HOLDSTER SET 


BY EKCO 


Kitchen Tools 


FLINT Food Mixers 


icago 18 


EMENT BSEPTEMBER 


\ THE FINEST CUTLERY EVER MADE 


FLINT ARROWHEAD 


Other FLINT Cutlery Sets 
from $3.95 to $37.95 


OTHER PERFECT GIFTS 
¢ FLINT Stainless Steel 


© EKCOWARE Stainless Steel 
Copper Bottom Cookware 

* FLINT Barbecue Sets 

* Stoinless Tableware Sets 


5 with i 5 
imprint _ 


FLINT 


Arrowhead 


Cutlery 


The Ideal Gift 


for Executives 


You’re sure to please your business friends 


America’s most beaut! ...and their families .. . with lovely, long-lasting 
knives in wonderful gift sets ° . : 

ond o variety of famous Ekco gifts that will be constant reminders of your 
FLIN oldsters. 


thoughtfulness. Choose with confidence from 

Ekco’s hundreds of top quality, nationally advertised 
housewares gifts . . . beautifully packed in Loewy-designed 

gift boxes. See them at your 

favorite department, hardware or gift store or write to Dept. JC, 
Ekco Products Company, Chicago 39, for full information. 


EKCO PRODUCTS COMPANY «+ CHICAGO 39 
Also sold in Canada by Ekco Products Co. (Canada) Ltd., Toronto 


FLINT Stainless Steel 
KITCHEN TOOLS 


Women love working with 
and looking at these aristo- 


R®) crats of the kitchen. 


Stainless Steel, Copper Bottom 
EKCOWARE 


Finest cookware made. Beau- 
tiful Raymond Loewy design 
with handy self-storing lids. 
A gift to give with pride, re- 
ceive with pleasure. ee 


wait 


ANOTHER GREAT PRODUCT BY EKCO — THE GREATEST NAME IN HOUSEWARES 
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and’ I believe that it is accepted in 
the spirit in which it was bought.” 
His company gives Nabisco fruit 
cakes each year . . . A company in 
the automotive business also feels that 
too nfany gifts are purchased on a 
quantity basis “because it is the thing 
to do.” He thinks that gift giving 
should be more personalized and se- 
lective. 

A paper company executive thinks 
it is bad taste to give expensive items. 
He looks for unique remembrances 
without great monetary value and 
last year gave 1,000 “three-minute” 


LOBSTERS 


RIGHT FROM THE SEA 


Sent as Far as 1800 miles 


® Real Down 
East flavor 

© Packed in 
Ready-to- 
Cook 
Container 

© Full Meated 
Pound-plus 
size 

© Delivered for date you select 


A FEAST YOUR FRIENDS 
WILL ALWAYS REMEMBER 


Imagine the excitement when these live lobsters 
atrive—guaranteed alive and all ready to cook in 
their own special metal container! Down here at 
Saltwater Farm, we pick our pound-plus lobsters 
right out of the cold Maine water, pack them 
immediately in cushions of chill rockweed and rush 
them to you for the date you specify. Put the con- 
tainer on the stove and steam them to perfection, 
right in the traditional rockweed used by clambake 
experts. 


AS GIFT OR BANQUET 


Mail the coupon now for a 
Cooking Container of Ten 


GIFT 
CERTIFICATES 


Live Lobsters—or 8 lobsters oere 5 
and half-peck of Maine send your friends 
steamer clams. $14.95 plus a real Down East 
express charges for either Seafood Feast 
Feast. We guarantee live yg Rigemnconert 
delivery for date desired to Sane business 
within 1800 miles—or money letterhead for 
back. Express collect or free folder, or 
C.O.D. is all right with us write us for 


quotations on 
Lobsters, Clams 
and sea- 


foods. 


(on gifts, we'll prepay and 
bill you for express) —send 


other 
the coupon row for an un- 


forgettable Maine Feast. 


Saltwater Farm, Damariscotta, Maine 

SALTWATER FARM, Box 737 $§ 
Damariscotta, Maine am 
Send the Seafood Feast checked 
delivered by (date) 
Enclosed is $14.95; send Express collect 
Upon arrival I’ll pay $14.95 and charges a 
Gift order: prepay and bill me for charges. .— 

Right Live f 


.obsters and Half-Peck Steamer 
Clams 


Ten Live Lobsters 


below, to be 


Name —- ip ickaciens gia aas Taare caaaaaes dita oe ainaaaie 
NY | cnterecihdaastis Sinatocastnticebiin te tose cele Pe ene er 
City & Zone _- a ae eee 
[} Please send me descriptive folder and infer 


mation about gift certificates. 
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sand timers .. . The vice-president of 
a textile company says that the gift 
he appreciated most was a combina- 
tion of golf balls and liquor because 
“this takes care of all 19 holes.” 


Some Are Against Gifts 


A radio and TV _ manufacturer 
gave nothing at Christmastime last 
year and explained: “We feel that 
gifts at Christmastime are very much 
overdone. A remembrance gift during 
the year has more impact and we leave 
it up to our salesmen to handle this 
in the way of good taste and in keep- 
ing with the customer’s personality 
and habits.” . . . A pharmaceutical 
manufacturer stopped Christmas gift 
giving during the war when it was 
impossible to secure good gifts and 
remarks, ““We have since found that 
sales have gone ahead without having 
to use gifts.” 

A maker of industrial chemicals 
had a policy of sending 2,000 boxes 
of assorted fruits until this year. Now 
they have discontinued formal Christ- 


mas giving for three reasons: (1) 
time required to compile list, (2) 


growing tendency of companies to dis- 
courage acceptance of gifts by em- 

X > ry . * . . 
ployes, (3) cost. This. year indi- 


FAMOUS 
CHEESE 


PREMIUM, EXTRA-QUALITY GRADES of 
Wisconsin's famous cheese beauti- 
fully packaged in gift assortments. Just 
send your list . . . shipment will be made 
direct to recipient with gift card en- 
closed. All prices are postpaid. 


PACK NO. 1 (Shown above) contains 
Cheddar, Brick, Club Spread, Smoky, 
RD Sosxencdecaiacaeveeriwen saat $2.95 


PACK NO. 23 contains 
and Club Spread 


PACK NO. 5—Port Salut, Club Spread, 
Brick, Medium and Aged Cheddar, 
Caraway, Smoky, Wine and Rum 
RIE. ounces catkcdcctsso2seenes 4.95 


PACK NO. 6—Swiss, Medium and Aged 
Cheddar, Gouda, Brick, Blue, Caraway, 
Club Spread, Smoky, Wine and Rum 
Cheddar $6.25 


WRITE FOR CATALOG, available Sept. 
15, showing complete selection of gifts. 


THE WISCONSIN CHEESEMAN 
ROUTE 2, MADISON 5, WIS. 


vidually sponsored gifts will be per. 
mitted via the expense account route. 

A tool manufacturer confines hj 
Christmas greetings to Christma 
cards sent individually by executives 


to business friends, and the advertis. B 


manager adds, “I am 
ing to discourage suppliers 
ing me gifts and suggest 
an equivalent amount to 
charity in our joint names. 
cases it’s working!” 

Another manufacturer says tha 
most of his salesmen feel that Christ. 
mas giving is likely to do more harp 
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HY-12 Cheese Bar in 


Wisconsin 


Cheese Land 


OFFERS ... 


the world’s finest cheese — hams — 


bacon . 


chests, baskets and boxes, to please) 


and satisfy recipients. 


Gift Box SPECIALS from aged 
shelf-cured 


cheese. Assures 


quality, flavor and freshness. Caref? 


fully wrapped in Pliofilm to preserv4 


freshness. 


For circular and 


descriptions write 


Hy-12 Cheese Bar 


Elkhorn, Wisc. 
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served 


than good but that “in a few cases 
individual salesmen have been au- 
thorized to purchase and distribute 
a few gifts, but less than 25% have 
done ‘tf.’ 


The assistant sales manager of a 
wire cloth manufacturer is another 
in giving at times other than 
the Christmas season. “We are of 
the opinion that Christmas has_be- 
come a commercialized venture to the 
extent that gifts at that time become 
lost in the shufHe. We attempt to 
personalize our giving during the 
year on an individual basis.” 


Give a 
Gift of 
WISPRIDE 
CHEESE | 


POSTPAID 


Our giant 45° oz. crock of wonderful 
WISPRIDE Club Spread is such a grand 
way of saying Merry Christmas! WIS- 
PRIDE is the favorite aged cheddar 
spread of cheese lovers throughout the 
country. Made in our modern cheese 
pla in Calumet County, Wisconsin— 
center of the nation’s cheese industry. 


The 45 oz. crock is gift 


Rwy, 
wrapped in colorful holi- PY 


da cellophane and (ex >”) 
Shipped in specially cor- \E neat | 
rugsted containers. What G23 
a grand gift — to give or GIFT 
receive! WRAPPED 
WE SPECIALIZE IN INDUSTRIAL 


ACCOUNTS AND ARE EQUIPPED 
TO HANDLE LARGE LISTS. 


F r on request, showing gift packs of 
as d cheese in price range $2.50 to 


WISPRIDE CHEESE CO. 


HILBERT, WIS. 
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The Secretaries Report 
SM editors thought it might be 


interesting—and perhaps revealing— 


to find out what the secretaries of 
sales executive subscribers felt about 
the company’s gift program and other 
facets connected with the giving and 
receiving of business remembrances at 
the Christmas season. The first ques- 
tion was, “From your post, did you 
see evidence that your company’s gift 
program achieved the desired result 
of building customer good will?” 
The answers are not markedly dif- 
ferent from those of the boss. Seven- 
ty-eight percent of the sales execu- 
tives considered it a good investment 
—and 71% of the secretaries. 

They were asked whether firms do- 
ing business with their company ever 
remembered them at Christmastime 
and the answers were 50-50. 

Among those receiving gifts, the 
largest number mentioned candy as 
“the nicest gift,” followed by per- 
fume. Not far back of that was 
liquor and then came leather items, 
merchandise orders at stores, station- 
ery, clocks and playing cards. Miscel- 
laneous mentions were for lighters, 
compacts, jewelry, food delicacies and 
pens and pencils. 


THIS CHRISTMAS 


| GivE RICHLY 


AT MODEST COST! 


An epicurean dream—thick, rich choco- 
late with butter n’ cream and nuts, 
fruits and creamy fondant centers— 
that’s Davidean Candy! 


Ss 


No wonder it’s called “the gift of good 
taste”. Everyone likes good candy. 
They'll love Davidean Candy because 
it’s the richest, freshest, most delicious 
candy that money can buy. 


Sy 


Your business friends will be delighted 
with a handsome 2 or 4 pound box of 
these beautiful chocolates. And we'll 
take all the work and worry. Just send 
us your list; we'll pack the candy 
kitchen-fresh, gift-wrap it and speed it 
postpaid with your card or a hand- 
written Christmas donor card inside. 
<0 

2 lb. box postpaid anywhere in the 
U. S. for $3.75. Substantial quantity 
discounts. Write for actual photo and 
all details (give approx. number 
needed) or send $3.00 for sample 2 lb. 
box. 


DAVIDEAN COMPANY 


808 North 12th St., Cambridge, Ohio 


They were also asked to recall 
“any one business gift which made a 
particular hit with the boss.” Here 
they were in rather general agree- 
ment with the answers which sales 
executives made to the question, 
“What business gift have you receiv- 
ed during the past 5 years that 
pleased you the most?” (see num- 
bered paragraph 15 preceding) 

The secretaries rated various food 
items as number one, with desk equip- 
ment, including pens and pencils, in 
the number two spot. They rated 
liquor third, which is just where the 
sales executives rated that commedity, 


Your Bost Customers 
Deserve 


the Best Gifts eee 


BARFIELD tree-rirenep 
FLORIDA FRUIT 


GIFT SUPREME! Colorful handwoven Mexican 
basket (re-usable) beautifully packed for holiday 
giving—contains large, juicy oranges, grapefruit, 
tangerines, shelled pecans, crystallized fruit candy 
and marmaiades. 


Shipped in special cor- 


rugated containers for 
extra protection. 


Y2 BUSHEL 


$660 


| EXPRESS 
| PREPAID 


FULL 
BUSHEL 


$1 7-60 


BUSHEL BASKET—choice quality, tree- 
ripened fruit—all oranges, all grapefruit 
or mixed. Attractively packed. EXPRESS 
PREPAID 


FULL BUSHEL 
(Approx. 
55 Ibs.) 


$570 


HALF BUSHEL 


3 bs i 


FANCY GIFT BUSHEL $8.60 


Best quality oranges, grapefruit and tanger- 
ines, crystallized candy, marmalades and 
shelled pecans — decorated with silvery 
Spanish moss and green-leaved kumquats. As 
above, without marmalades and candy, $7.60. 
All express prepaid. 

PINK or RED GRAPEFRUIT may be 
specified in any of the above packs. 
2? Add $1.00 to bushel prices—50c to 
Yo bushel prices. 


CARTON OF RED or PINK GRAPE- 
FRUIT (4 bu.) $3.35 


Commercial Discounts on all 
quantity orders. 


The BARFIELD GROVES 


Dept. S-1 Polk City, Florida 


Express prepaid East of Miss, R., Midwest add 
10%, Far West 20%. - 
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own or your firm’s 


Nine out of 
Ten Times, 
You Can Be 


is Right— 


To leave the right impression, your firm’s Christmas gifts to 
the really important people on your list must be chosen with 
precise judgment. Gadgetry, extravagance, tinsel ... these can 
harm your best intent. 

You risk no such errors—nor errors in guessing taste, size, 
habit, style, color— when you give subscriptions to Fortune. 

For these good reasons, Fortune, America’s most distin- 
guished magazine of business, is often chosen as a right and 
welcome gift for executives, customers and other good business 
friends. And it works: 


A survey completed this summer shows 
that nine out of ten people who received 
Fortune as a gift last Christmas hope 
their subscriptions will be repeated for 1953. 


What comparable gift—in stature and in price—can give 
such assuran:e of a warm welcome? 
For Fortune is a most handsome gift, and a superbly useful, 
enjoyable one for any man of management. Moreover, not once 
but twelve times throughout the year, a new issue reminds him 
of the Christmas compliment you have paid his mind and his 
discernment. 
And Fortune is economical to give. Lower Christmas rates 
bring the price (regularly $12.50 a year, $1.25 a copy) down 
to $10 for your first, just $8.50 for each additional subscription. 
(Early receipt of orders assures on-time announcement and 
delivery. Mail yours soon, now if you can.) 
Because first impressions are important, your gifts of 
Fortune will be announced at Christmastime, in your 
name, with an unusual, beautifully de- 
signed card. If you like, we’ll be glad to send you a sample with 
our compliments. Use this coupon, and please mail it today: 


TO: FORTUNE Subscription Service, Denver 2, Colorado 
| am interested in FORTUNE as a business or personal Christmas gift. 


| attach complete names and addresses of my Fortune gift list. 


Bill me after Jan. 1, and sign gift cards “From 


Before | decide, send me a sample (at no obligation to me) 


of Fortune’s Christmas gift card. 


Sure FORTUNE 


company title 


zone state 


and followed with lighters, cuff |inks. 
clocks, fishing equipment, neckties 
and miscellaneous mentions for wal- 
lets, knives and leather bound books. 


They were then asked a :ather 


tough question: whether they cop- 
sider it a sound method of developing 
customer good will (business gifts at 


Christmastime) or whether it js 
practice which smacks of bribery and 
might well be discontinued. — | ifty- 
two per cent consider it sound, 43¢ 
think it smacks of bribery and might 
well be discontinued, and 5° are 
doubtful. 

Again, some of the comments are 
more meaningful than the statistics, 
One of the girls said that the idea 
of Christmas gifts is not sound “but 
it’s a nice gesture” and the gift that 
made a particular hit with her boss 
was “not especially a particular’ gift 
as much as just being remembered.” 

A Chicago secretary says that a 
package of assorted food relishes and 
condiments made the biggest hit with 
her boss and that the policy of gift 
giving should be discontinued “onl; 
if gifts become of too great monetary 
value instead of a thought and good 
will”... The assistant to a San Fran- 
cisco executive says that she is a young 
mother and it pleases her immensel) 
when someone remembers her young 


Your Customers Have 


Never Seen Them Before! 


We orrer for the first time al 
completely new and exquisite se-| 
lection of executive gifts that your 
customers have never seen or re-| 


ceived before. 


Designed for those who appre: 
ciate, live with and want the 
unusual, they will truly represent 
your discriminating taste and 
assure immediate acclaim and 
lasting appreciation. 


See them now 


Write, wire, phone for representa: 
tive, or send for beautifully illus 
irated gift folder today! 


THE SHELGRN COMPANY 


505 Fifth Avenue 
New York 17 — MU 2-0326 


Manufacturers and Distributors oj Gifts 
for American Business 
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Gifts] 
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hild with a luscious gift she might 
find tao expensive to buy herself. 

An’ some good advice to all sales 
execu! ve bosses comes from a Boston 
secretury Who applauds SALES MAN- 
\GEM!NT for asking her opinion. 
She -avs, “It’s a good idea to ask 
what the secretary thinks. After all 
she nav have some good ideas once in 
a while. She is more than a ma- 
chine! She is very important to the 
boss, but does he realize it and treat 
her as a ‘person’? Any time you want 
to. send more questions let’s have 
them. Glad to see someone wants our 
pinions and ideas.” 

A Philadelphia secretary says her 
ompany gives books or magazine 
subscriptions, with customers making 
their own selections, and that the 
head of their advertising agency re- 
marked, “It is interesting to note how 
many people still appreciate good lit- 
erature among the finer things of 
life, and it is quite an erroneous idea 
that our customers like on/y liquor.” 

A girl who takes a very dim view 
of the giving or the receiving of busi- 
ness gifts at Christmastime says that 
‘competition between firms is so great 
that the feeling of remembering a 
friend has been replaced by a ‘we 
must because our competitors do’ feel- 


(continued on p. 101) 


| 21'2 POUNDS 

= OF CHEESE AND 

(= SMOKED MEATS 

10 lb. Ham—2 Ib. Summer 

Sausage—2 Ib. Sliced Bacon—2 Ibs. aged 

Swiss—2 Ibs. Wisconsin Brick —2 Ibs. Sharp 
Cheddar—and 114 Ibs. Dutch Edam. 


IN AN OAK PICNIC BASKET $ 32 50 
WITH A TABLE — DELIVERED — 
DELIVERIES GUARANTEED 


4% ibs. of 10 varieties 77 
of Wisconsin’s Finest z 
NATURAL CHEESE 
Packed in Wooden 
Cheese Box 


POSTF = $685 


IN U. < 


BOXES DESIGNED AND PACKED BY 


THE CHEESE BOX 


BOX 521, LAKE GENEVA, WISCONSIN 


SEND FOR BROCHURE OF COMPLETE LINE 
Other Excellent Selections $2.50 up 


SEPTEMBER 


i, 852 
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e there 
with Zippo | 


When the job is to build and keep 
goodwill, giveamana Zippoengraved 
with your company trademark. You'll 
be on the job all day, every day! For 
Zippo is the one lighter men make 
sure to carry with them wherever they 
go... because it’s the lighter that al- 
ways lights with a zip, even in wind or 
rain. Yes, no matter the time or place, 
you can be there with Zippo. See how 
little it costs. Send the coupon today 
for complete details. 


Zire? 
The One-Zip 
Windproof Lighter 


ea) 


Ideal for sales incentives, length 
of service awards, sales promotion 
premiums, business anniversary gifts. 


FREE mechanical service—for life ! 


GET YOUR COPY 


OF FREE BROCHURE! 


spices ies az EY 
oo 14 
(g j 
Zippo Manufacturing Company y ; 
Bradford, Pa. Dept. SM-27 ; | 
{ 
Please send FREE brochure showing 
Zippo models. { 
{ 
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(His business paper . . . of course) S cont 
. reta 
To shoot par in business these days, you've got to follow abou 
through on your business reading . . . to get facts fast . . . keep cc 
tabs on trends. That’s why the Best Informed Men in your = 
Field really read their business paper—cover to cover. - ; rh 
Today, with the going made rough by tough competition, ! : ‘cha 
changing regulations, new products and materials that seem Lt; ! r oA 
to sprout overnight, there’s no other place where you can get i b ooifts 
so much on-the-job help for so little . . . with editors scouting y S thro 
for facts, sifting and interpreting them . . . advertisers reporting y / “Tf 
new products and techniques. Read every issue thoroughly. It 4 _ comy 
will keep you one of the Best Informed Men in your Field. q “3 
j f » Valu 
This business paper in your hand has a plus for you, = , = mast 
because it’s a member of the Associated Business Publications. a f | dupl 
It's a paid-circulation paper that must earn its readership by a 4 » cand 
its quality. And it’s one of a leadership group of business — | dupl 
papers that work together to add new values, new usefulness, or tl 
new ways to make the time you give to your business paper ie 4 . } giver 
profitable time. pee | is so 


one 
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Exclusive Metropolitan Data ; Bk 


time. 


In November 10 I 


tests 
emp! 
, - . sup} 
sales in additional store groups ... population and Sd. De Saxe Giese in 0 Ge exe othe: 


housing characteristics ... rankings of areas in 21 glass pack. | whe 
different categories. Plus an original and exclusive study 
of national advertising doll inv i spapers : 

al rtising dollars invested in newspape 8 tit ee, 


A five-feature study on Metropolitan Markets—retail 


‘ - with or without 
in each of 187 areas. handles. Suntan or ginger hide, or 
tan pigskin. Size: 12” x 17”. 


Sales Management 


33. Another food box: choice 
cheese (5 varieties), and sardines. 


One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS (more pictures on p. 102) 
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Company Xmas Gifts 


(continued from p. 99) 


ing which removes all of the good. 
Recipients are for the most part eager 
to see What it is this year or have the 
feeling ‘I’ve been included along with 
all the others’.” 


A particularly enthusiastic expon- 
ent of Christmas giving is a New 
York secretary who says that her 
company’s gift program not only built 
consumer good will “but in many in- 
stances I believe it was the deciding 
factor on whether or not our firm 
received business from the custom- 
A gift box of jams and jellies 
made the biggest hit with her boss 
who remarked, “My family can also 
enjo\ the gift.” 


ers. 


The subject of liquor is of course a, 


A New York sec- 
retary answered this to the question 
about the nicest gift she had received, 
“Scotch—they can have their mink!” 
She thinks that gift programs enhance 
the general spirit of the holidays and 
that “‘it’s a very nice way of saying 
‘thank you—let’s do it again soon’.” 

A Chicago secretary says that the 
gifts her company presents are given 
throughout the year to customers and 
“I feel they are of more value to the 
company than they would be if given 
at Christmastime. I feel that the 
value of the gift can be lost at Christ- 
mastime because there are so many 
duplicates, so many - gadgets, fruit, 
candy, etc., that the value is lost. The 
duplicates and the gadgets are hidden 
or thrown out; the fruit is eaten or 
given away, and the giver of the gift 
is soon forgotten.” 

The problem of not forgetting any- 
one is emphasized by a St. Louis sec- 
retary who says, “The thought be- 


controversial one. 


hind giving a gift to the accounts is 
very fine except that the list has now 


reache 

reached stupendous proportions and 
it someone is inadvertently overlooked 
the repercussion resounds for some 
time.” 


Another St. Louis secretary pro- 


tests that the purchasing department 
employes get many gifts from their 
suppliers and “accept them as though 
they alone represented the company, 
whereas I feel any such gifts, such as 
(continued on p. 103) 
— 
Personalized Business Xmas Gifts in Leather 
Writ» today for full color folder showing wallets, 
pocketbooks, key cases for men and women—cus- 
tomes, employees, friends—in a wide choice of 


genu ne leather in many styles and colors. Each 

iold stamped with name. Top quality and 
<manship, Distinctive. Not available in stores. 
Low prices. Generous quantity discounts. Many 


unique features, S. M. Halvorsen, PCM, Station 
ksonville, Fla. 
¢ r 
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GOLDEN, TREE RIPENED FLORIDA FRUITS 


& 


“ET THE MosT EXCITING GIF 


Merry Christmas 


TASTE-TANTALIZING DELICACIES 


Cobb 


Year after year at CHRISTMAS-TIME, for almost 
20 years, thousands of thoughtful, discerning 
business men have thrilled their associates and 
friends with a beautifully-packed “Basket of 


Sunshine” from COBBS! eM camer 


4 


Pita 


a—~NS 


GIFT No. 11 
Approx. 45 lbs.— A gaily colored handwoven 
imported Bushel Basket brimming over with 
an assortment of Florida’s finest fruits... 
Pineapple, Oranges, Sugar-Sweet Grapefruit, 
Giant Persian Limes, Chinese Kumquats and 
“Zipper” Tangerines. One of our most popular 
hampers year after year. Positively guaran- 
teed to please ANYONE! 

GIFT No. 35 $7.60 
Exactly the same as above Gift No. 11 
except half the size and contents 


GIFT No. 2 
Approx. 27 Ibs. — Fruit ‘n Jams, delightful to 
look at, delectable to taste...truly a treat for 
the eyes and the palate. Oranges big as 
Coconuts and Grapefruit even bigger. 
Chinese Kumaquats, tangy Tangerines, Persian 
Limes and 3 large jars of Guava Jelly, 
Pineapple-Cherry Marmalade and Tropical 
Fruit Conserve. 


GIFT No. 1 $5.50 


Same as Gift No. 2 except does not contain 
any delicacies... ALL FRUIT. 


T UNDER THE TREE cau 


HENRY COBBS SAYS: 


’ “vo can make someone 

really happy this 
Christmas just because you 
didn’t forget to remember !” 


My superb, GIFT-QUALITY, tree- 
ripened fruits are plucked from 
groves, carefully packaged with 
your greeting card enclosed, and 
rushed to the names and addresses 


you send to me, all within 24 hrs. 
SATISFACTION GUARANTEED! 


GIFT No. 19 
Approx. 25 Ibs.— A magnificent assortment 
with all the glamor of fabulous Florida Fruits, 
Preserves, Candies, Soft-shelled Pecans, 
Coconut Patties, our famous “Honeysuckles” 
and many other delicacies heaped high ina 
tantalizing arrangement of good taste...Sure 
to inspire enthusiastic “Thank you” letters. 


GIFT No. 6 : 

Approx.54 Ilbs.—Beauty and theFeast...Juice- 
heavy Oranges, giant sweet-sweet Grape- 
fruit, Kumquats, Persian Limes and our 
“Zipper” Tangerines; also a great big fresh 
sugar-loaf Pineapple, a Ib. bag of paper- 
shelled Pecans, 3 jars of healthful, delicious 
Guava Jelly, Pineapple-Cherry Marmalade 
and Tropical Fruit Conserve. What a Value! 


GIFT No. 4 $8.65 


Same as Gift No. 6 except does not contain 
any delicacies... ALL FRUIT. 


aS 4 
osey THAT Christmas uRGE...ORDER NOW! 


Unless otherwise instructed, delivery will be made 
for Christmas. Send Check or money order; express 


charges prepaid. No foreign shipments except Canada 


_add 15% for Canada and West of Mississippi. 
No fruit shipments to California or 
Arizona. . only delicacies. 


Send for Beautiful Catalog 


obbta 


BOX 10 
LITTLE RIVER (MIAMI), FLA. wy 


a 
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fre. 


ifts 


Remember your good customers at Christmas, and on other occasions, 
by presenting them with some long lasting, useful, and out-of-the-ordinary 
gift. 


The LeRoy Line, the best we have ever assembled, comprises items from 
$2.00 on up. Gifts for the executive’s desk, his person, and his home. And, 
we haven’t overlooked the other important members of the firm, whose 
goodwill means so much to you, the boss’s secretary, the receptionist, the 
purchasing agent, etc. 


A LeRoy representative will gladly, and without obligation, make gift 
suggestions. It isn’t too early to make your selection. Write or phone to- 


day. New York phone: CHickering 4-5570—New Jersey phone: UNion 
3-2300. 


2109 SUMMIT AVE. 
UNION CITY, N. J. 


The Salesman Who FORGETS 
Is Soon F ORGOTTEN 


Your Salesmen will not forget important details when they use RECORDAY - - - 
The Ideal Gift. 
A New Complete Memo System and Work Organizer. Now in use by many leading 
companies. 
12 month unit with sheepskin case........ $6.75* 
with deluxe calfskin case........ $8.95* 
Send today for unit on approval, and complete details. Money back if not satisfied. 


* Tax included 
RECORDAY COMPANY 
Exchange Bldg., 53 State St. 
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Boston 9, Mass. 


More Gift Ideas 


34. Pilsener set: 8 tapered 10-07. 
glasses, with monograms, and _ utilits 
tub for eats. 
35. Hand-woven Mexican basket filled 
with fruits, marmalades, pecans, candy. 
Decorated with silver Spanish moss 
and kumquats. Bushel or half-bushel 
size. 
36. King-size shoe horn (17”), of light 
alloy metal, finished in silverplate «r 
22 k. gold. Horn topped with swivel 
horseshoe. Gift-boxed. 
37. Key case. Its name: “El Rancho . 
from western theme in decoration. 
Brown cowhide. Zippered. Gold- 
stamped on inside card pocket. 
(more pictures on p. 104) 
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Company Xmas Gifts 


(continued from p. 101) 


. liquor, etc., should be shared 


cant 

with all the employes of all the de- 
partments.” Her sentiments are 
shared by a Buffalo secretary who 


says that the recipient of gifts coming 
into their offices is usually one of the 
owners or a purchasing agent. “Gifts 
isually arrive for only those individ- 
uals from whom the giver wants a 
favor, and I think that’s wrong.” 

While money always is useful to 
the recipient, the lasting effect is less 
than in the case of merchandise, espe- 
cially if it can be suitably inscribed 
and is individualized. 

As several of the sales executives 
and their secretaries point out, “just 
being remembered” is most important 
—and they mean being remembered 
as an individual. 

Occasions when such a 
brance is appreciated include: 


remem- 


Employment anniversaries 
Birthdays 

Weddings 

Births 

Retirements 

Promotions 

One of the most difficult problems 
to solve is this: ‘There should be 
some systematic planning to make 
sure that no one is overlooked, and 
yet there is less pleasure to giver or 
receiver if there is no element of sur- 
prise either in the timing or in the gift 
itself. We just don’t appreciate to 
the full anything we know is coming 
to us, such as a Labor Day holiday, 
and so the unexpected remembrance 
is the one likely to be most appreci- 
ated. 

The big argument for a gift of 
lasting value, as against money or a 
auick-consumption item, is that we all 
like to show relatives and friends that 
we are liked and appreciated by our 
employers. A $50 watch, suitably en- 
graved, will be displayed proudly for 
many years, while a $50 bill is here 
today, gone tomorrow. 

Where “system”? must win out over 
the clement of surprise, and an em- 
ploye knows that it is company policy 
to give a pin, let’s say, on the 10th 
year of employment, a_ personalized 


letter should accompany the pin. The 
letter will be passed around to friends 
and relatives. 

other plan followed by some 
companies that regularize their gifts 
is t: allow the employe some leeway 
In the gift. For example, if it is a 
Wi let the employe pick it out, 
or give him or her a choice of a watch 
or « traveling bag. 


ree main points stand out in 
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The Ideal 
Business Gift 


_for office personnel, business 


Ideal for Christmas 
ings in Fabrikoid, 


6 stores 
G. & C. MERRIAM an Se 
Publishers, < 


Springfield 2, Mass. 


Wehster’s New Collegiate 
 Meviam-Webster 


URPASSES all other handy-size dictionaries in 
authority and usefulness. Contains over 125,000 
entries, illustrations for 2,300 terms, and a wealth of 
information in special sections. 


—with an attractive new gift box. 


At book, department, and stationery 
. $5 to $12.50. 


associates, and personal friends 


Give the Best 
Hand)y-size Dictionary 


REG U.S. PAT. OFF, 


Gifts are the de luxe bind- 
leather, and limp pigskin 


y 


ME 
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“TOWN and COUNTRY” 


Compact 


Purse-Wallet 


FOR WOMEN ONLY 


For the unusual Business-Christ- 
mas gift, the “Town and Country” 
Purse-Wallet Compact fills the bill, 
and serves daily in its use as a re- 
minder of the donor. 


Amazingly practical, handy at ail 
times. Smart and convenient for 
town and country. Features a gus- 
set change purse with billfold com- 
partment and Wafer Thin gold fin- 
ish compact with highly polished 
powder door and mirror frame. 


FOR MEN ONLY 


Our handsome, practical ‘‘Slimfit” ciga- 
rette cases are the answer to your gift 
problem. 


double tier pop-up tray in rich 
bronze with embossed stripe design, 
iously lined. 
men and women. 


NO. 41/MA/X 


Size 4"' x I'/2"' high. 


jeweler's 
luxur- 
The ideal jewel case for both 


“"TRINKET TRAVELER" as 


above fitted with handsome men's cuff links 


and tie clasp; assorted designs. 


The Zell line of exquisitely designed mer- 


for women features 
cases, necklace-compact 
compact and lipstick kits, 
etc. 


chandise 
cigarette 
comb, 
cases, 


All Zell items are priced right for business gifts, 
and premium use —for use in party plans, hos- 
tess plans, club plans, and as self-liquidators. 


ZELL PRODUCTS CORPORATION 


New York 16, N. Y. 


Showrooms 347 Fifth Avenue 


compacts, 
_ Sets, 
jewelry 


103 


Right from ‘‘America’s Little Switzer. 
land’’ . aged country cheese at 
its rich, natural best, made the slow- 
time, old-world way. Favorites all: 
Nut-sweet Swiss, rich Port Salut, 
shelf-cured Brick, Aged American, 
and a gay red Gouda. Prices include 
lamorous packaging, and mailing 
irect to you, and your friends, in 
U.S.A. Unconditionally guaranteed. 


Pack 4C — Red Bo 


4 lbs. - - - « del. $5.55 
Pack 5C — Red Box 

5. Ibs, - - = del. $7.50 
Pack 6C — Red Box — (4 lbs. of 


cheese) tied to lovely 14” hardwood 
tray with red ribbons - del. $9.85 


Qree —- New. unusual cheese 
gift assortments you can't buy in stores ! 


THE SWISS COLONY 


3 Cheese Row, Monroe, Wis. 


“fhe Swiss Colony ig 


Looking For 
Something New? 


bla 


The “GAY NINETY” Travel Bar is 
just one of the many new items in the 
1952 SAFARI Leather Line. Now, as 
in the past, Leather items have top rank- 
ing as business gifts. 

Write for catalog and distributor's name 


roy 


SSS cenit SAFARL es 


WRIGHT LEATHER SPECIALTY CO. 


Saint Louis 17, Mo. 


ad Atlas 


AD 
RO'S 


39 


More Gift Ideas 


38. Good gift—and original. Road 


atlas. Can be had leatherbound. 
39. Little oddity: a “Mr. and Mrs.” 
billfold set. 


thinking of gifts for employes: 
1. They like to be remembered. 
2. They like to be surprised. 
3. They like to be treated as indi- 
viduals. 


About the Pictures 


SM’s editors, in selecting the 
items in photographs accompanying 
this article, chose them for two 
reasons: We think they are suitable 
for corporate giving, and we think 
they are particularly acceptable for 
what they are. Items pictured repre- 
sent a wide price range. They’re all 
in good taste. 

Aside from merchandise gifts, we 
feel it fitting to mention contribu- 
tions to charity as an idea that may 


Can be gold-stamped. 


40. Eleven varieties of cheese in this 
gift pack from Wisconsin cheese-land. 


41. “Tour-Aide” zip-kit, packed with 
excellent selection o, first-aid items. 


appeal to some of our readers, Some 
companies, like one well-known New 
York advertising agency, may elect 
to contribute to a fund that operates 
in some way to alleviate human dis- 
tress, and to send to people on gift 
lists a card or letter saying a dona- 
tion has been made in their names. 

We list the following as worthy 
causes for such contributions: 

American Heart Association; 
American Red Cross; CARE; Cere- 
bral Palsy Society of New York, 
Inc.; Damon Runyon Memorial 
Fund; National Society for Crippled 
Children & Adults; UN _ Interna- 
tional Children’s Emergency Fund. 
Basic details about each, together 
with addresses, are included in the 
source list mentioned below. 


from local sources. 


information and quantity prices. 


Source List for Good Xmas Gifts 


Some items listed and pictured can be obtained by any company 
For others, we have prepared a printed sheet 
which skows name of manufacturer, tells where to write for more 


ers’ Service Bureau, Sales Management, 386 4th Ave., New York 
16, N. ¥. Ask for the Christmas gift list. 


If you want this list, write Read- 


i 
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Suppose you select an article people 
are buying more and more, and pro- 
duce 't in a top grade, and then mar- 
ket i: at half the prevailing prices— 
will people flock to buy it? 


This is what California Central 
Airlines did with passenger flights. 
Wha: happened is interesting. 

Even before war’s end, while in 


milit-ry service, Colonel C. C. Sher- 


itech arias 1: Oe etl 


man ‘ad the firm belief that millions 
ot :nericans were waiting to fly, as 
soon is fares could be brought down 
Wit! their reach. War flying 


achie.ements had “sold” them on fly- 
Civil aviation was coming of 


1952 


=<MBER 1, 


'"The Plane with the 

| Candy-Stripe Tail’ 

In California, in newspaper, radio.and TV advertising, 
you're invited to fly it. It's the property of California Cen- 


tral Airlines. Behind the firm's growing short-hop business 
there is a story of tireless and purposeful salesmanship. 


BY JAMES H. COLLINS 


age. He put it another way: “The 
American public deserves first-class 
flying service at low fares.” And he 
just as firmly planned to give them 
such service. 

In January, 1949, after conside.- 
able preparation, his California line 
flew its first DC-3 plane with paying 
passengers from Burbank to San 
Francisco, at about half the prevail- 
ing fares. 

Was the deserving public lined up 
at ticket offices, ready to come into 
its heritage? Somebody had spoken 
of flying within reach of the working- 
man. Was he there, eager to take 


off? Not that day or any day since. 
From the first, these flights have had 
to be sold—and against sales resist- 
ance. 

Low fares immediately raised a 
doubt in the public mind: “The fares 
are low enough, but what kind of 
service is given?” The service has 
been superior from the first and has 
been steadily improved. “Pullman at 
coach fares” describes it. But there 
was sales resistance which had to be 
overcome. 

The Colonel was not disappointed 
because he had anticipated the need 
for selling and for competition on 
fares. His marketing plans were as 
definite as his air-line plans. They 
were based on the peculiarities of 
what he had to sell: short flights be- 
tween major California cities. 

The flights are almost bus rides— 
88 minutes between Los Angeles and 
San Francisco, and 33 minutes be- 
tween San Diego and Los Angeles. 
They run into little money: $13.50 
plus tax between San Francisco and 
Los Angeles ; $5.55 between the latter 
city and San Diego. 

A constant flow of passengers is 
necessary. The line has no mail or 
other subsidies; its revenues come ex- 
clusively from fares. 

The California Public Utilities 
Commission questioned the economic 
soundness of such a line two days 
after it started. “The Commission 
regulates all forms of transportation 
within the state, determining fares, 
earnings and other matters. It spent 
a year investigating and then reported 
favorably, with the Civil Aeronautics 
Board concurring. 

By that time the public had ren- 
dered its decision. The line was fly- 
ing with full plane loads, and other 
air lines had entered the low-fare 
field. To date, CCA has flown more 
than 405,000 passengers, nearly 125,- 
000,000 miles . . . and safely. 

This is said to be the only sched- 
uled air line managed by husband and 
wife. Colonel Sherman is president 
and director of operations. Edna K. 
Sherman is secretary-treasurer. There 
is a flight to Inyokern Navy Ord- 
nance Testing Station, as well as to 
Oakland, and application has been 
made for flights to Reno and Las 
Vegas, Nev. The Colonel was over- 
seas during the war with the Air 
Transport Command, United States 
Air Force, in Europe, the Pacific, 
Alaska and South America. 

For marketing there is a sales 
force: two men each in San Francisco 
and Los Angeles, and one in San 
Diego, with R. P. Hubley, general 
sales manager, in Burbank, the line’s 
headquarters. 

These salesmen work eight-hour 
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The South is Solitr 


Se 


‘72 > of our dealers vote for 


all 
‘ Z1r 
roaressive Farmer [" : 
7 tol 
mé 
says JOHN W. MORRIS 
Vice President =. 
Orgill Brothers & Co., Memphis, Tenn. ag 


“The rural South is a rich opportunity for manufact- 
urers and distributors of high-quality products who 
understand this vast market and cultivate it properly. 
We have served the rural South, through our dealers, for 
more than 105 years. Recently we asked them to name 
the one farm magazine that is most influential in their 


a7 : e 
trade territories. More than 1,200 dealers replied and " 
876, or 72%, named The Progressive Farmer. We are -_ 
always pleased when the manufacturers we represent gre 
support our dealers with advertising in The Progressive all 
Farmer. fac 

stu 


air tac then. SNe TRNAS ne a 


65% of our dealers i 


vote forP FI" | = 


T 
says R. J. TREADAWAY h 
Vice President and Sales Manager ) to 
Stratton-Baldwin Co., Inc., New Orleans, La. / Li 


“Being keenly aware of the importance of our rural 
market, we are glad to see our lines supported with ad- 
vertising in The Progressive Farmer. Some months ago, 
we asked our dealers for their opinion on ‘the most influ- 
ential farm magazine’ in their trade territories. More than 
65% of those replying named The Progressive Farmer, 
giving it twice as many preferences as the total for all | 


other farm magazines combined.” 


Ublishe: 


INGHAN 
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Ask Southern retailers 
and wholesalers which farm maga- 


zine has the greatest influence as an 
advertising medium in their trade terri- 
tories. You will get an overwhelming 
majority vote for The Progressive Farm- 
er. This has been proved time and time 
again by many independent surveys. * 


1 


Ask farm families of the 16 South- 
ern states which farm magazine they read 
and prefer. You’ll discover that The Pro- 
gressive Farmer is so far out in front of 
all others that it’s hardly a contest. This 
fact is fortified by continuing readership 
studies over a long period of years.* 


Y 


Ask leading advertisers which You will wagea 
farm magazine they use to sell the rural Sales -winning Campaign in Ameri- 


South. They will tell you that they are on ca’s fastest-growing rural market, when 
The Progressive Farmer band-wagon. you place enough of your advertising in 
The Progressive Farmer is now The Na- The Progressive Farmer to sell more than 
tion’s No. 1 Farm Magazine in Advertising 1,200,000 prosperous subscriber-families 
Linage...and still gaining! in the rural South. 

“Soiuo en peep ae. 
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The South is Solid for 


The Progressive Farmer 


ublisheci in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinctive Farming Regions of the SOUTH 


INGHAM « RALEIGH » MEMPHIS +* DALLAS +» NEWYORK + CHICAGO + EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 


MENTE SEPTEMBER 4, 1952 “ 


Wimnstome 


TV ISN", 


\S“s 


MATS 


rH MO 


9-County Market 
with 
General Merchandise Sales of 
$33,951,000* 


*Sales Management, 1952 
Survey of Buying Power 


4 The JOURNAL & SENTI- 
” NEL are the only papers 
4 that cover this rich, grow- 
NY ing market in the South's 
No. 1 state. 
The JOURNAL & SENTI- 
me NEL are the only papers 
fm in the South offering a 
§ Monthly Grocery Inven- 
tory—-an ideal test mar- 
ket. 
The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina. 


YOU CAN'T COVER NORTH 
CAROLINA WITHOUT THE 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


National Representative: KELLY-SMITH COMPANY 


Every HAIRE Trade Paper 
is TOPS’ in its trade 
\\\s a 


HANDBAGS 


COSMETICS || 
TOILETRIES || 


1170 Broadway - New York 1, N. Y. 


days from Monday to Friday, and 
spend Saturday morning on _ the 
paper work needed for call-backs, 
follow-up and advertising. They find 
it necessary to do plenty of cold 
turkey canvassing for which no sub- 
stitute exists. “Their short-flight pas- 
sengers come from five sources: 

1. Those who fly on_ business, 
especially for their companies. 

2. Those who are booked through 
travel agencies. 

3. Military personnel using civil 
air lines. 

4. Vacationists who will fly. 

5. Occasional passengers who may 
fly for emergencies, visits and similar 
purposes, if the fare is low enough. 

The sales force canvasses the first 
three sources; the other two are 
covered by advertising. However, 
advertising is framed and placed to 
stimulate all five sources. 


Business Traffic: Hundreds of busi- 
ness firms now fly their executives, 
technicians, salesmen and other key 
people, and have credit accounts with 
air lines. 

It might seem as though the air- 
line salesman need only call on these 
companies, and he does call regularly 
on those that are known. But they 
are not all known. So far, no mailing 
list of companies that fly their people 
in large numbers is available. Not 
all companies fly their people; it de- 
pends on the business setup. A small 
company with offices or warehouse 
stocks in several cities, or with cus- 
tomers or contacts in different places, 
will fly people far out of proportion 
to a large corporation whose business 
is centered in one city. The kind of 
business may govern flying. Lawyers 
seem to be continually on the wing, 
while doctors and dentists rarely fly 
for professional reasons. 


Everybody's a Prospect 


CCA salesmen average a dozen 
calls daily on likely prospects, and 
make as many as a hundred calls a 
day in what is called “blitzing.” 
This is done when traffic seems to be 
below par in a given area or when 
there is time for it. In a blitz, sales- 
men go from building to building, 
overlooking nobody, however unim- 
portant the company may appear. 
They hand out folders and inquire 
about flying personnel, and then turn 
in the information for follow-up. 

Throughout the organization there 
is a rule that at each contact the 
CCA employe must make at least one 
point for the line, in conversation or 
by handing out a folder. ‘The sales- 


man begins with the receptionist, im- 
presses the secretary of the business. 
man he talks with, hands a folder to 
the elevator operator and _ starter, 
Thousands upon thousands of vest. 
pocket folders giving flight times, 
fares and other details are distributed 
in this way. They are of real interest 
to most persons and may be kept. dis- 
cussed, and eventually lead somebody 
to flying CCA. 

Low fares are not an advantage in 
selling business firms. They are in- 
terested in speed, comfort that con- 
serves working energy, and schedules 
that enable an executive to leave 
home after breakfast, fly to another 
city almost before offices open, do a 
full day’s work in conference or in- 
spection, and be home for dinner. The 
salesman may find that a company is 
interested in a particular flight which 
fits into its working schedules, as was 
the case when the air line put on a 
popular mid-morning flight. 

What the salesman sells every- 
where is a first flight. Among busi- 
ness people who fly, the quality of 
CCA service has to be sold. The best 
way to sell it is by an actual trip. 
And this is true with other classes of 
passengers. 


Travel Agencies: There are almost 


400 travel agencies in California. 
They reflect the great growth in 
travel for vacations and other than 
business purposes. Among their cus- 
tomers is the workingman who now- 
adays is flying to Europe. 

The travel agent is really a pack- 
ager. His customers often come in, 
saying that they have so much time, 
so much money, and he suggests trips. 
It may be a short trip to a play- 
ground area or a freighter cruise 
around the world. He is ingenious 
in organizing travel to give interest 
and value for money. The better his 
packages, the more he thrives. His 
customers come back and tell others. 

Low fares for these California air 
trips are something the travel agent 
can and does sell. He develops the 
first flights that build business. He 
is an excellent first-flight customer 
himself, taking trial trips to observe 
the speed and luxury of the service. 


Military Traffic: Even when the 
nation is on a Defense basis, there are 
always officers, trainees, specialists 
and other service people flying on 
civil air lines. These supplement mili- 
tary aviation for single and emer- 
gency flights. Army, Navy, Marine 
and Air Force transport officers di- 
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rect much of this traffic, and CCA | 


salesmen call on them regularly; 


Vacationists and Aunt Molly: 
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There is a heavy traffic in passengers 
who ‘ly once or twice a year, on vaca- 
tion, or even once in a lifetime, as 


when Aunt Molly flies to the family 
reunion. 

Acvertising is the chief medium 
for selling these occasional travelers. 
It is handled by the Los Angeles of- 
fice of Calkins & Holden, Carlock, 
McClinton & Smith, Inc. With low 
average fares, the advertising appro- 
priation is modest, compared with 
those of transcontinental air lines, but 
it has been used to good purpose. 

In the beginning, the public had 
to be convinced that CCA was a 
scheduled air line, not a “non-sked.” 
Also, that it was not a “coach,” as 
was often assumed because its fares 
are low, but first-class in equipment, 
speed and service—de luxe at the 
same fares charged for “coach” by 
other lines. 

These features were stressed in 
small newspaper advertisements, two 
inches single column, placed in as 
many daily newspapers as possible in 
the four cities covered by the line. 
Radio spots were used on the same 
principle, to tell the story briefly to 
the greatest number of people. In 
Los Angeles and San Francisco 20- 
second IV spots were used for identi- 
fication of the line. 

Sales resistance was so strong in 
the early months that Better Business 
Bureaus investigated CCA to see if 
it had the kind of service it adver- 
tised. ‘These investigations arose 
from popular scepticism. The in- 
vestigators endorsed the service so the 
results were beneficial. 


Birth of a Slogan 


As the line has become better 
known and the advertising appropria- 
tion has increased, the policy is to use 
larger space in fewer media, with 
newspapers stressing the speed and 
quality of service given for low fares, 


and radio spots selling ‘“‘occasions,” 
with reminders, “Fly over the coming 
holiday,” and “Make the most of this 


vacation season by flying CCA.” 
The line has a slogan: “Fly the 

plane with the candy-stripe tail.” At 

first it seemed one of those clever 


ideas which do not wear well. The 
account executive is a woman, 
Mildred Fluent. She got to thinking 
about the sameness of most air-line 
advertising, which relies on speed and 
luxi and then has little more to 


say. CCA planes have red-and-white 
striped tails—like peppermint candy. 
Why not make that a sort of funnel 
mark for the line? 
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were raised by executives when it was 
presented. Then suddenly everybody 
approved it, and the line went candy- 
stripe all out, printing everything 
with the red stripes and the slogan. 
It is popular with the public. 

CCA has a secondary sales force in 
50 or more counter employes who sell 
tickets and book reservations. “hey 
have innumerable opportunities to 
create good will through courteous 
service, especially to first-flight pas- 
sengers. 

Counter salesmen participate in 
contests for obtaining credit card ap- 
plications. CCA requires no deposit 
against credit accounts, whereas 
transcontinental air lines require 
several hundred dollars. Low unit 
fares simplify the credit problem, and 
credit cards are potential in building 
trafic. Counter salesmen are often 
able to suggest, explain and assist in 
making out applications, and cash 
prizes are awarded to employes turn- 
ing in the largest number of credit 
applications. 


Equipment Is Modernized 


Last year CCA took on a fleet of 
five Martinliner planes, replacing the 
DC-3’s which, while fast and well- 
appointed, were still war-year ships. 
The new liners are outstandingly 
postwar and civilian; they travel at 
300 m.p.h. and carry 44 passengers. 

Flights are so short that there is no 
time for catering to passengers— 
definitely an attraction. But coffee 
and snacks are served and gum and 
candy passed around. The candy- 
stripe slogan is used for a tie-in with 
Lifesavers. Each of the Martinliners 
has an “air lounge” forward, a com- 
partment for eight passengers, parti- 
tioned off with Lucite, popular with 
groups flying together or for business 
conferences. Other popular features 
are half-fares for children under 12 
on Tuesdays, Wednesdays and 
Thursdays. Plans are being made 
for ground to plane telephone service 
and for hourly flights on the hour 
during the day. 

It takes a whale of a lot of pas- 
sengers! Running only from here 
to there, in a single state, there 
must be a load waiting on the ground 
when a ship makes a landing. Last 
year the passenger total was more 
than 145,000. This year each month 
has shown an increase. It takes a 
never-failing flow of passengers, and 
the only way to get them there is to 
go out and sell... 

“To deserving people,” as Colonel 
Sherman puts it, “who have to be 
scouted and told what it is they de- 
serve.” 


Wonderful..but 
~ you should see the new rooms 


atthe SHERMAN 


in Chicago: 


REDECORATED FOR YOU! 


1,500 new rooms...ready 
and waiting to make 
your next stay in 
Chicago the best 
ever. Unsurpassed 
for comfort.. unequalled 
for convenience! Drive-in 
garage...radio...television 
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How to Put More Meaning 
Into Your Sales Language 


The salesman who understands such semantic terms as 


"context," ‘fiction and "definition'"—and learns how to 


use them as selling tools—is certain to be more effective 


in communication than the man who talks off the cuff. 


BY WILLIAM R. KELLY* 


Sales Promotion Manager, Sinclair Refining Co. 


The salesman’s inclination to wade 
into his presentation without much 
thought about the other fellow’s abil- 
ity to follow the intended sense is no 
small problem in selling and_ sales 
education. 

The buyer has an obvious need for 
a product or service. The salesman’s 
proposal meets every requirement; 
yet, he fails to make the sale. Why? 
Because the prospect is thick-headed ? 
Perhaps. But the chances are that the 
salesman’s failure can be laid right in 
his own lap. He skipped an indis- 
pensable element in the building of a 
sale. He did not provide the informa- 
tion necessary to full understanding. 


A Word to Remember 


Salesmen get wrapped up in their 
sales stories; they live so intimately 
with facts and figures that they as- 
sume the buyer has similar back- 
ground and familiarity. These sales- 
men are neophytes in the persuasive 
art; they must be taught to be ever 
mindful of the listener’s capacity for 
understanding. 

Context is a fine semantic word to 
help the salesman identify and remem- 
ber a most important part of the per- 
suasive process. Context represents 
the whole field of information neces- 
sary to complete understanding of 
words. If our listeners don’t have that 
information, or have only a part of 
it, then our persuasive words fall on 
barren ground. I have seen well 
equipped salesmen go through entire 
presentations only to fall flat on their 
bewildered faces because they did not 
take time to investigate the buyer’s 
ability to follow the flow of ideas. 
They did not build a context where 
it was necessary to insure the com- 
munication of certain meanings. 
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This shortcoming is not at all sur- 
prising. When we talk to people we 
never give all of the details of the 
topics under discussion. In fact, when 
we talk to friends, our meanings may 
have no connection with the apparent 
sense of our words. I might say to 
you: “Brother, you sure look bright- 
eyed and alert this morning,’ and 
only our joint participation in last 
night’s “wingding” can attach mean- 
ing to my statement. But when we 
carry this reliance upon unspoken con- 
text into the field of persuasion, we 
are looking for trouble. 

We cannot, of course, retrace the 
course of the listener’s mental life to 
find out what he knows or doesn’t 
know. We can, on the other hand, 
make sure that the buyer has enough 
knowledge of the things we are talk- 
ing about to be able to intelligently 
evaluate our statements. We can make 
sure that we are providing enough 
introductory information, enough of 
the context, to support our ideas. 
While a well balanced, predigested 
sales story is a fine foundation on 
which to build a sale, a little study of 
context shows us that there never can 
be one right way, or one perfect com- 
bination of words to persuasively ex- 
press an idea. Words have no mean- 
ing apart from their context. 


Fictions 


Here is another bright term we 
should add to our catalog of persua- 
sive aids. 


*This is the second of two articles by Mr. 
Kelly on semantics and selling. The first 
appeared in SALES MANAGEMENT for Au- 
gust 15. In it the author explained such 
semantic terms as “referent,” “analogy” 
and “metaphor,” showed how understand- 
ing of their usage can contribute to sales 
skill. 


To most of us fiction brings to 
mind a novel or a magazine story. A 
“fiction” to the semanticist is a word 
—a word invented by man to express 
a certain kind of thought. Unlike 
most words, however, fictions do not 
point to any object or express any 
specific sense experience. 

That needs a little clearing up, 
The word statue in the phrase “‘Sta- 
tue of Liberty” is not a fiction. Statue 
has concrete existence; it has objec- 
tive reality. You can point to it and 
say, ““There is the Statue—the Statue 
of Liberty.” It is a solid, tangible 
thing. Tomorrow, except for a little 
wear and tear, it will be the same 
statue as it is today, and a hundred 
people looking at it—today, tomor- 
row, or any day—will get an almost 
identical sense impression of form and 
structure of brick, iron and paint. 

But the word “liberty” is some- 
thing else again. The ideals, tradi- 
tions emotive surges symbolized by 
the statue exist only in the minds and 
hearts of people. Probably no two 
people in the world have exactly the 
same thought when they speak or hear 
the word liberty. The word liberty, 
in semantics, is classified a fiction. It 
has no stable referent. It means one 
thing to an American—something en- 
tirely different to a Russian — and 
when the two minds try to come to- 
gether to establish unity of thought, 
an iron curtain slams down between 
them. The word liberty, to an Ameri- 
can, is a verbal invention to help him 
understand and express a most desir- 
able way of life. And while its mani- 
festations are real enough, he is un- 
able to point his finger at something 
and say all inclusively, ‘That is lib- 
erty.” 


Fictions—Handle with Care 


Many words crowd into our daily 
lives, swell our conversations in vali- 
ant attempt to enlarge our thinking; 
words like democracy, conservatism, 
reactionary, liberalism, beauty, jus- 
tice, wisdom. Some of them, like the 
word love, for instance, cover a wide 
range of meaning. These terms are 
fictions, in the semantic sense, excel- 
lent words, of course, and necessary 
to the growth of our civilization and 
culture. They work to mold -our !:ves 
and we could not possibly grow in 
social, spiritual and moral stature 
without them. But they are not as 
fixed and unchanging as DuPonts 
quarterly report, Alka Seltzer, Hodg- 
kiss disease, plutonium, one dozen 
oranges or the Giants’ batting aver- 
age. 

All of which leads us right back to 
selling. The language of selling 1s 
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bloated with fictions—commercial fic- 
tions. Words like quality, cheap, sala- 
bility, ethical, guarantee, warranty, 
service, coverage, essential, value and 
control — good words, without a 
doubt, but often recklessly and delib- 
erately misused. Overworked, too, 
sometimes to the point of absurdity 
when they tell about ‘new and im- 


proved characteristics, superior in 
every way, containing amazing in- 


gredients for more efficient living and 


sold everywhere at laughably low 
prices.” 
Fictions, unfortunately, are not 


always the kind of verbal tool that 


helps us to grasp reality, or to get as 
close to the truth as possible, or to 
deal intelligently with the valid ele- 
ments of the sale. Sometimes they are 
soporifics, injected into discussions to 
numb the senses and confuse the 
issues. They are often thrown out as 
crumbs to feed the unwary listener’s 
ego—to kid him into believing that 
he is keeping abreast of meaning 
which is not there. 

The salesman always must be con- 
scious that some words are farther 
from reality than others, and the far- 
ther they get the greater their fictional 
quality. He must be on guard against 
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Actual photo of Mr. R. G. LeTourneau inspecting 
a new giant tire (10 ft. tall and 4 ft. wide) for 
one of LeTourneau’s new road building machines. 
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$841,931 ,000 


R. G. LeTourneau, Inc. 
(manufacturer of large 
road building equipment) 
is one of Peoria's 
many industries with 
world-wide distribution 
that help make the 
rich PEORIArea a 
MAJOR MARKET! 


ieee 


250,000 


ptt. Star 
Coverage Ratio-to-Homes 


JOURNAL STAR 


Daily Circulation Exceeds 100,000 
Nat'l. Reps.. WARD-GRIFFITH CO., INC. 


fictions that would hurt him. He 
always must be ready to translate his 
own abstract persuasive statements 
into concrete terms that hold fewer 
possibilities for differences of opinion, 

There is no substitute for simple 
language in the art of persuasion. And 
that brings us to definition. 


Definition 


A sales story may be full of people, 
pictures and pretty stories; it may 
sparkle with personality and drip with 
emotion, but fundamentally it must 
deal with factual ideas, unique ideas 
distinguished from other more com- 
monplace ideas. The salesman must 
lead the way, step by step, to accept- 
ance of most ideas. The buyer must 
be guided along the road from what 
he already knows to something new 
the salesman wants him to know. The 
road can be wandering and tiresome 
or direct and stimulating. Semantics 
tries to identify the best routes from 
starting point to destination through 
the study of “definition.” 


How to Be Specific 


Professional selling thrives on proof 
of benefit, the upgrading of the buy- 
er’s economic or personal welfare. 
New marketing methods, new prod- 
ucts, better services, greater profits, 
cram our sales discussions and we 
have well constructed sales stories to 
help propel our proposals along the 
way to a sale. But when the salesman 
falls back on his own word combina- 
tions, as he certainly must, he is in- 


clined to wander all over the verbal. 


range trying to explain his way from 
one idea to another. When he meets 
a buyer whose mind does not keep 
pace with his progression of ideas he 
often neglects to go back and find a 
common starting point. When the 
persuadee cannot cope with an idea 
he may be led up to it by different 
word combinations, other thought 
connections. Rephrasing an idea may 
twang a responsive chord, whereas 
retracing the same old definitive route 
will bring the prospect cold stone- 
dead to the market. 

There’s more to “definition” than 
meets the casual eye. A small but dis- 
tinct chapter in the book of persua- 
sion, it offers several helpful guide- 
posts on the road to a sale. Walpole* 
lists five main connect routes on the 
road from one idea to another: |) 
similarity relations, (2) part and 
whole relations, (3) causal relations, 
(4) space relations, (5) time rela- 
tions. 


*Semantics—Hugh Walpole, W. W. Nor- 
ton & Co., 1941, N.Y.C. 
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newspapers and displays, and cn radio and television. 


0 As befits the product, Bond Bread’s Hopalong Cassidy 
promotion is a real ‘‘wrapped-up”’ job. Unusual features in- 
clude personal visits of Hoppy’s ranch foreman to grocery 
stores, and the Hopalong Cassidy hang up album in which 
children can mount the colorful Bond Bread end labels. 
Hoppy also busies himself for General Baking Company in 


© The nation’s ‘‘largest and most interesting family pro- 
gram.’ the Du Pont Company's Cavalcade of America last 
moni began its 18th year on radio. (Tuesdays, NBC). Start- 
ing in October, following two years of work in Hollywood, 
Cava 'cade will also appear every other week on television. 
1 The -cene above is from the television production of The 


@ “Best furniture ad ever run,” said one big department 
store when they saw this BBDO Buffalo-prepared page with 
its dramatic double exposure of the BarcaLounger chair. 
The ad had a lot of appeal for readers of Life magazine, too. 
It stopped twice as many readers as the average advertise- 
ment in the issue, held them about three times as long. 
Coupon returns were excellent. So were sales. 
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© The family is as important to food outlets as it is to 
the Post, America’s greatest family magazine. This month, 
for the third time, the Post translates this mutual interest 
into action with ‘“‘Family Shopping Week.’’ Devised by 
Post end BBDO merchandising men, previous promotions 
have met with enormous success. Food stores expect to 


i {rro:. and the Bow, a story of Andrew Johnson. back the newest one with 500,000 lines of local ads. 
Nore BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 
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An Atlantic City family. . . buys far more food. . . 


ATLANTIC CITY 


NEW JERSEY’S BEST a 
A alli 
BIG CITY MARKET! ie 


It takes Texans—specifically, those in Amarillo—to 
beat Atlantic City’s fabulous retail sales record. For 
Atlantic City ranks second of the nation’s Metropoli- 
tan county areas in per capita retail sales! 


Here’s a rich county area with a year around popu- 
lation of 135,200 ...a New Jersey market that isn’t 
part of New York or Philadelphia! In other words, 
it’s a New Jersey market that you can completely 
cover without a long list of media. Just tell your sales 
story in The Press-Union Newspapers. 


Southern New Jersey’s best-sellers, . . 


THE PRESS - UNION NEWSPAPERS 


Morning—Evening—Sunday 


Rolland L. Adams, president. 


For instance: A salesman might 
draw a blank when he says to a 
service station dealer, ‘Joe, your tire 
sales potential here is terrific.” If Joe 
says, “What the hell do you mean, 
potential?” the salesman could use 
definition by causal relation, thus: 

1. The average car gets 15 miles 
per gallon. That’s 15,000 miles to 
1,000 gallons of gas. 

2. With each 1,000 gallons of gas 
you sell you also sell 15,000 miles of 
transportation. Four tires on the car, 
so that’s 60,000 miles of tire wear. 

3. The life of a tire is about 25,- 
000 miles. So with every 1,000 gal- 
lons of gas you sell 2.4 tires are worn 
out. You sell 10,000 gallons per 
month; that’s 24 tires being pur- 
chased by your customers each month. 
That’s your potential. Are you selling 
it? 
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This business of selling is a meet- 
ing of minds through words and pic- 
tures; through the senses — things 
touched, tasted and smelled. But 
mostly, through words alone, do 
minds join together at a common 
goal. A little study of how words 
should be combined to reach that goal 
is in order for the man who makes his 
living at trying to lead people to it 
all day long. 


Semantics, the Salesman 
And Advertising 


Many years have passed since the 
salesman held almost absolute power 
to make or break a sale. With each 
passing day, more and more people 
are induced to make up their minds 
or to change their minds without his 
ever coming into the picture. His job, 


tightly geared to an extraneous per- 
suasive force, the salesman must 
understand how people react to ad- 
vertising and sales promotion as well 
as to the techniques of his person-to- 
person selling. If study of the mean- 
ing of words will benefit the practice 
of individual persuasion, then it will 
help the salesman to understand mass 
persuasion, to neutralize it as an en- 
emy ard use it as a friend. 

More than 14,000 newspapers and 
magazines maintain existence solely 
because of their ability to make peo- 
ple buy something or other. Ninety 
million radios, 15 million telev sion 
sets and 275,000 posters are dedicated 
to that same system, persuasion for 
profit. Six billion dollars spent an- 
nually to influence people to buy; !50 
million people who will participate 
eagerly, apathetically or unconsciously 
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“You can’t explode a sales program 

in New York with a cap pistol,”’ says 
Gerald O. Kaye, Vice President of 
Bruno-New York, Inc., metropolitan 
RCA Victor television distributors. 
That’s why The News was selected to 
carry 16 full pages of advertising in its 
Sunday issue, July 13, showing tlie new 
line of RCA Victor “Magic Monitor” 
television sets to the 2,400,000 families 
in New York City and suburbs who 


read the New York News every Sunday. 


Bruno-New York, 118 years old, 
America’s largest television 
and appliance distributor, deals with 
hundreds of TV and appliance 
retailers—it knows New York... it 
yy . knows the selling power of The News. 
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: Both daily and Sunday, the New York News 
has more than TWICE the circulation of any other newspaper in America 
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FULL 
0.P. COLOR 


Now available DAILY & SUNDAY 


The Sunday Courier-Express is 

New York State’s largest newspaper 
outside of Manhattan. 97% of its 
circulation is concentrated in the rich 


8-County Western New York Market. 


BUFFALO 
COURIER - EXPRESS 


Western New York’s only Morning and Sunday Newspaper 
REPRESENTATIVES: Scolaro, Meeker & Scott 


Now 
ON--THE--JOB 
SALESMEN’S TRAINING 


Custom-tailored for your individual business—and limited 
to a single client per industry—ours is a highly effective 
program of individualized sales instruction which will help 
your salesmen. 


—Obtain thorough, ON-THE- —Profit from the exchange of 
JOB training in professional field-tested sales know-how 
selling fundamentals at a without tess of time from 

their territories 
fractional cost of time- 


consuming sales meetings Organize and work their 


territories more efficiently 
—Increase sales without a 


: —tTrain Distributor salesmen 
corresponding increase in 


field selling costs —It will pay for itself time 
after time in improved sales 

—Increase daily selling time performance, lower selling 
by as much as 20% costs and reduced turnover 


If you employ 25 or more salesmen we invite and welcome 
the opportunity to explain how we can help you. 


SALES TRAINING CORPORATION 


Executive Offices Eastern Offices 
53 West Jackson Blvd. 545 Fifth Avenue 
ae egg Illinois New York City, New York 
Tel.: WAbash 2-1954 Tel.: Murray Hill 7-5896 


in a persuasive evolution which 
no precedent in human experience. 

People have been conditioned to 
look to advertising as a source 0: in- 
formation and, in the main, the in- 
dustry has come to justify that jaith 
in its integrity. But the atmosphere 
continues to be tainted by the expedi- 
ent manipulation of truth, and many 
millions of people are not qualified 
to draw the line between words and 
things, between pictures and facts, 
Who is going to warn them (or the 
people who will retail or wholesale 
the product they are urged to buy) 
that words are slippery things, that 
pictures glorify, lie and cheat as well 
as represent? Who is going to warn 
them not to take literally everything 
they see and hear? 

In one sense, there is no salesman 
involved in persuasion by advertising, 
And yet, the advertisements people 
choose to believe will have a tremend- 
ous bearing upon the salesman and 
his handling of the job. Unless he can 
make the distinction between words 
and meanings, between pictures and 
the objective realities, they may fail to 
factually represent, and carry that 
distinction to his buyer at whatever 
step down the ladder of distribution, 
then he is falling down on one of the 
main obligations of his job. Unless he 
can strip the verbal and pictorial cloak 
from spurious advertising and reveal 
the true nature of the thought be- 
neath, he is sunk. For advertising is 
his adversary as well as his brother in 
arms. 


Words Are Tools 


This discussion would not accom- 
plish its purpose were not some read- 
ers saying to themselves, “I don't 
need all this intellectual big talk to 
help me identify a phony conversa- 
tion. I instinctively read the meaning 
behind words and I can make my 
meaning clear under any circum- 
stances. I don’t need to study seman- 
tics or any other fancy theory about 
persuasion.” 

Let me answer this way: In the 


first place, it is mot big talk. It is 
simple, timeworn truth organized for 
practical use and decorated wit! a 


few strange terms, Admittedly, vou 
can become a_ successful salesman 
without ever hearing the words 
“semantics.” You can learn many of 
its principles the hard way, over the 
years, and use them without being 
able to identify them. On the other 
hand, if you have the semantic classi- 
fications down pat, meaning will come 
more quickly and more clearly ; weds 
will have more fidelity and there will 
be less waste of time in getting idcas 
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Coming Soon: 


The Westinghouse Program 
For America's Future Farmers 


. - coming September 15. 


The A B C's of Direct Mail 
Through Dealers 


. coming September 15. 


accepted. In this age of high pressure 
language and carefully designed 
double talk, semantic competence is a 
big asset. 

The argot of the company and the 
industry is quickly learned by most 
salesmen, but few continue their 
verbal maturing throughout their 
careers. Few can say what they want 
to say, with confidence, precision and 
a knowledge of what is exactly appro- 
priate to the situation. “In no area 
of our maturing,” says H. A. Over- 
street, “is arrested development more 
common than in the area of communi- 
cation. It is so common that it is not 
even noticed; it is taken for granted 
as natural. The person who is mature 
in his communicative powers is rated 
an exception to the rule. The person 
who is immature — halting, clumsy, 
obscure, rambling, dull, insensitive, 
platitudinous—is the rule.’’* 

Selling never can be reduced to an 
absolute science and the controversy 
over relative values of natural apti- 
tude and acquired skill will go on 
forever. But it is obvious to anyone 
involved in the complexities of mod- 
ern, organized marketing that mental 
eficacy is growing in worth at the 
ise of personality and entertain- 
mens. Hours spent in the study of the 
persuasive arts will pay dividends. 

I the main, semantics has been the 
playzround of the experts. Its teach- 
ings have found application in every 


science. That is not surprising, for 
whe :ever words are used in serious 
discourse meaning becomes para- 
moint. The surprising thing is that it 
has »ad so little application to one of 
the createst sciences in the modern 
Wor |: persuasion for profit, 


*Th: Mature Mind, pp.54. W. W. Norton 
cf 1950, N.Y.C. 
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room. 


Projects pictures of a size and 
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projection. 
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arc will project continuously 
for 80 minutes without re- 
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We Licked Turnover, Boosted Sales, 


When We Dropped Commission Pay 


Once upon a time, a beginner salesman could take a little 


risk, do a whale of a lot of work, and build a secure life. 


Taxes have changed that. Here's how a salary plan studded 


with fringe benefits works wonders for a new company. 


? 


As told to Charles J. Knapp 
BY WINSTON B. SMILLIE 


President, Piatt & Smillie Chemicals, Inc. 


You can get hundreds like him on 
your sales staff 

You’ve probably met him on the 
street. Of course, you can’t judge 
a lot about his personal life from his 
personal appearance. He might be 
one of 11 national extractions and 
eight religious faiths, for he’s typic- 
ally American. He’s affable and opti- 
mistic, yet slightly aggressive, as a 
good salesman should be, and he’s 
fairly young—29.4 years, to be exact. 

If you give him the opportunity, 
he’ll pull some photographs from his 
pocket and inform you that at home 
he has 1.3 children and .923 wives. 
He'll tell you, too, that he spent 2.7 
years in college and 3.3 years either 
in the Armed Forces or in defense 


Meet Mr. and Mrs. Smillie 


work. Prod him a bit and you'll 
learn that the year previous to going 
into “selling” he earned $3,759. 

This doesn’t leave much time 
spent in sales work, but don’t let 
that fool you. He’s a go-getter, and 
if you’re not careful he'll end up 
selling you a carload lot of chemical 
products, for he’s the “average” sales- 
man of Piatt & Smillie Chemicals, 
Inc., St. Louis. 

Yes, in the opinion of Piatt & 
Smillie, Inc., there are hundreds of 
young men like him, men willing to 
go to work for you—under certain 
conditions. And if this company’s ex- 
perience is typical, you'll have a ter- 
rifically loyal man who will work his 
heart out, travel up to three weeks 


PPO 


out of a month, and fight for vour 
company every step of the way. Noth- 
ing will convince him that any com- 
pany in the world is as good as yours, 
or that there is any competitive prod- 
uct on the market that can equal 
yours. 

But ... he won’t go to work for 
you on commission and let that one- 
and-a-third child and that nine- 
tenths wife stint through two years 
of so-called “pioneering” so long as 
he’s assured his present $3,759 will 
keep coming in return for 40 hours 
work a week. 

How to convince him is your prob- 
lem. It’s the same problem that faces 
every sales manager—the same prob- 
lem that faced Piatt & Smillie. This 
is the way we solved it: 

Piatt & Smillie is in one of the 
toughest of the selling fields: the 
sanitary cleaning market. ‘‘First,” an 
antiseptic floor cleaner, our product 
leader, was given that name because 
it was the first cleaner to use Mon- 
santo Chemical Company’s Santo- 
phen 1, a powerful bactericide. Com- 
panion products are First Rug Sham- 
poo and First-Foam, a liquid hand 
soap. One of the strongest selling 
points on First products is that they 
clean and sanitize in one operation, 


Winston B. and Toni Smillie obviously understand the 


hopes and fears of today’s generation. With a sales force 


take was $75,000. 


1951 on their ‘First’ 


whose ages average 29.4 years, they grossed $2 million in 
brand line of antiseptic detergents. 
In October, Piatt & Smillie will move into a plant big 
enough to turn out $5 million in sales. In 1948, their total 


Win and Toni were sweethearts at Indiana University. 
In 1939, the now 32-year-old ‘““Win” took a summer job as 
manager of a swimming pool. One of his duties: clean th 
pool. Along came'a salesman for a cleaner. He demonstrate: 
how to cut cleaning time one-third. Impressed, Smillie qui 
his job and began to sell the cleaner himself. 

Before long, with $56 capital, Mr. and Mrs. set up a 
W. B. Smillie Chemical Co. and went into the cleaner busi 
ness themselves. Then came World War II with Win doin: 
a hitch in the Merchant Marine. At war’s end, Win, wit! 
his $3,000 nest egg, augmented by some outside capital 
organized Piatt & Smillie Chemicals, Inc. 


“~~ 
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TODAY, THERE IS A BETTER WAY... 


The scrub board, wash tub and clothes line were once about the only means of washing 
clothes. Today such advancements as modern automatic electric washers and driers make life easier. Today, 
too, there is a better way to invest your advertising dollar. 


In 294 key Industrial NORTH and EAST counties, 28% of the nation’s families account for 31% of total U.S. Retail Sales, 28% 
of Drug Sales, 33% of Food Sales, 33% of Furniture, Furnishings & Appliance Sales, and 40% of Apparel Sales. 


First 3 Markets Group delivers 46% coverage of all families in these key counties. 
There is a better way to sell your product... use 
The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


ADE elie) He Rotogravure « Colorgravure 
ARKETS) GHOD P) | bila ae? hie , 
: > Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 © Chicago 11, IIl., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 © Los Angeles 17, Calif., 1127 Wilshire Boul evard, MIchigan 0259 


1952 119 


thus making them attractive to hos- 
pitals, restaurants, hotels, and similar 
institutions. 

Three years ago the company im- 
proved its products, set up sales terri- 
tories, and decided upon a marketing 
plan. This plan was to make each 
salesman in effect a sales manager. 
It then became his duty to work and 
train janitor supply distributor sales- 
men, aiding them in their promotions 
and selling campaigns. In turn, each 
distributor received exclusive rights 
to First products in his territory. 

The system worked fine. First 
products began to gain followers; 
they were not only accepted, but 
greeted enthusiastically by consum- 
ers. Piatt & Smillie began to eye first 
place in the national market. How- 
ever, there was one big rub: turn- 
over of salesmen. 

So management took its eyes off 
the national market and focused them 
on its own sales organization. What 
it saw was not too good. At the time 
we were hiring men on commission, 
and despite the fact we had hired 
more than 100 salesmen, we lost 
nearly 95% of them in a few months. 
It began to look as if the company 
would never have more than a five- or 
six-man sales force. Today we have 


10 salesmen. 

Management talked with Piatt & 
Smillie salesmen, with other firms’ 
salesmen and with P&S men who had 
quit. The result: a complete reor- 
ganization in our salesmens’ pay plan. 
The company established another 
“first” in its field: We put our sales- 
men on a salary! 


The "X" Factor: Security 


We ironed out a good many prob- 
lems, especially the bugaboo of sales- 
men turnover. Here’s a typical ex- 
ample: 

A Navy veteran —let’s call him 
Smith—answered a Piatt & Smillie 
advertisement which offered a job on 
a commission basis. The young man 
learned rapidly and made more than 
normal progress. Management began 
to hope that in Smith they had the 
nucleus of the type of sales personnel 
the company needed and wanted. 
Then he quit. 

Investigation disclosed that he had 
joined the State Highway Patrol at 
a steady, assured salary. Further in- 
vestigation brought to light the fact 
that as a P&S salesman Smith had 
been falling behind from 10 to 20% 


in his home expenses each month, De. 
spite the fact that the young man felt 
insecure On commission, he was too 
proud to ask for something he didn’t 
earn, so he did the only thing possible 
—threw up the commission job for 
one with a guaranteed income each 
month. Later, when we inaugurated 
our new salary policy, Smith re. 
joined the sales staff, and in eight 
months ranked fourth in national 
sales. 

Piatt & Smillie had almost lost a 
topnotch salesman, and Smith had 
almost lost a promising career. Why? 
Because Smith is one of the countless 
young persons who need, or feel they 
need, the assurance of a given amount 
of security for themselves and their 
families. 

Psychologists hasten to tell us that 
such an attjtude on the part of the 
young Smiths of today indicates a 
lack of courage. This may or may not 
be true, but it is not a sales manager’s 
mission in life to discuss the psycho- 
logical aspects of the upcoming gen- 
eration, A sales manager’s duties are 
to find, train, and keep good salesmen. 

There was a time when a beginner 
salesman, if he were willing to under- 
go a little risk and a whale of a lot 
of hard work, could look forward 


“TEST TOWN’-INDIANA’S 
//, BLUE RIBBON MARKET 


Look at South Bend’s standing in Indiana in sales per 
family! FIRST in retail sales. FIRST in food sales. FIRST 
in furniture-house-radio sales. FIRST in auto sales. 
SECOND in drug sales. SECOND in general merchandise 
sales.* People buy in “Test Town.” Write for free market 
data book, “Test Town, U.S.A.” 


* Based on figures from Sales Management’s 1952 Survey of Buying Power, 
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Drive It Yourself 


When you’re out of town on business, enjoy 
the luxury of a car—wherever you are— 
by looking for the National Car Rental 
System Licensee. In Birmingham, Alabama, 
and throughout the South the Dixie Drive 
[t Yourself System is a top-flight repre- 


sentative of NATIONAL. 


Throughout the world you will find the 
finest facilities, the most courteous service 
at every NATIONAL Representative. Late 
model cars, filled with gas and oil—all in 
excellent running condition—are available 
at every NATIONAL Station. Make your 
reservations through your local travel agent, 
airline ticket agent or local NATIONAL 
Representative. Credit privileges to holders 


of air travel cards. 


Steady 
Dixie Customer 


B. Roper Dial, ‘ 


Birmingham. 


to a comparatively comfortable life in 
his mature years. This is no longer 
true on the straight commission sys- 
tem. With today’s taxes, inflation, 
business uncertainties, production 
limitations, etc., the possible success 
as a commission salesman, balanced 
against the hardships and the risks, 
make the effort seem useless to most 
of the young Smiths. 

At this point we stuck out the com- 
pany neck. Our motto wasn’t printed 
in Old English type and hung on all 
the home office walls, but it was 
there just the same: “If it’s security 
they want—give ’em security.” 
Salesmen-company relationship poli- 


cles 


were completely overhauled. Out 
went commissions . . . in came sal- 
aries. In, too, came “fringe benefits” 
— hospitalization, retirement funds, 
insurance policies, disability payments 


—encugh to make a good union boss 
turn green with envy. 

‘That was three years ago. Last year 
Piat X Smillie led the nation in sales 
In its field. 

That’s why we are convinced that 
the \ommission system works a hard- 
ship not only on the salesmen, but on 
the company, and that the dozens of 
advantages of the salary system far 
outweigh the few advantages of com- 
SEP 
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Sears Roebuck store man- 
ager, finds Dixie services 
invaluable in the fast- * 
moving retail business in 
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mission compensation. 

Let’s do some comparing. 

Most important, perhaps, was the 
elimination of the “bugaboo,” sales 
personnel turnover. Today Piatt & 
Smillie simply doesn’t have any turn- 
over. Instead there has grown an 
esprit de corps which was never pres- 
ent under the commission system. 
Once salaries were set and expense 
accounts established, the men felt— 
and proved—that they were working 
together as a group against all out- 
side competition. Gone is the bitter- 
ness resulting from competition 
among salesmen for choice territories, 
management plums, etc. 


About Territory Shifts 


One of the most outstanding ad- 
vantages of the salary system is that 
we feel free to move our men any- 
where at any time, particularly if a 
troubled area needs immediate sales 
help. For example: On commisssion 
it’s not fair (although it’s done) to 
move a Chicago man to another ter- 
ritory for a few weeks to close a na- 
tional account. We have found that 
the multiple inequities experienced by 


SIGNS OF GOOD SERVICE 


ashington 


Together 


IN BIRMINGHAM, ALABAMA 


The waiting room of Dixie Drive It Yourself System 
in Birmingham, Alabama, assures the utmost in 
comfort and convenience for the traveling public. 


NATIONAL CAR RENTAL SYSTEM, ING. 


vis 3, Mo. 
REED Fees: : 


all sales heads in such cases are quick- 
ly overcome by application of the 
salary system. 

We're all familiar with the situa- 
tion where the commission man has 
worked hard and long in his territory 
and his income is sizable. He takes it 
easy and enjoys the fruits of his labor. 
What happens? The territory is cut 
in half to make room for a jinior 
salesman. 

The company’s point of view is 
understandable; it feels the territory 
is good. The star salesman is allow- 
ing unsolicited accounts to lie fallow. 
Obviously, the situation calls for 
more help. 

What about the star salesman? He 
worked his heart out—perhaps harder 
and longer than any of the others in 
his training class. He built his terri- 
tory to where he was in reach of his 
goal, when pfffft in comes the 
junior. All the star salesman _ has 
gained is the opportunity to work his 
heart out some more in an attempt 
to recover his losses. 

Bitterness and loss of confidence 
result, along with advices to the con- 
suming trade of the “dirty deal” the 
star received. Piatt & Smillie feels 
all this is unnecessary. It’s so much 
easier to start the “star” out on salary 
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FOOD ADVERTISERS 


Because it is isolated by mountains 
... because it has a minimum of pene- 
tration from outside newspapers... 
because it is a compact, self-contained 
trading area...Roanoke has always 
ideal 
advertisers. 


been an 


And_ today 


ever before, because 
Market Development Plan. The new 
Roanoke Plan is merchandised directly 
to the retailers and wholesalers who 
more than 70% of 
products to this 16-county market. 
Merchants are informed in advance of 
your advertising, resulting in more 
active and profitable dealer tie-in 
support for your product. 


sell 


For a 


ROANOKE MARKET 


ROANOKE 


ROANOKE 


TIMES AND WORLD-NEWS 


test market 
for 


test market for food 


it is morey effective than 
f the Roanoke 


its food 


concise, complete picture 
of the 


DEVELOPMENT 
PLAN... 


Look into the 
new booklet, 
“Look Who's 
Behind You.’’ 
Free, of course. 
Write Sawyer, 
Ferguson, 
Walker Co., 60 
East 42nd St., 
N. Y. 17 or 


VIRGINIA 


SAWYER * FERGUSON * WALKER CO, 
National Representatives 


and utilize his superior experience 
and ambition for the good of the 
entire organization. 

Because no two territories are of 
the same potential, it is impossible to 
give each man an equal opportunity 
on a commission basis. This, as all 
sales managers know, immediately es- 
tablishes a prejudice between the men. 
The new man usually must work the 
least desirable territory. If he doesn’t 
already know it, he soon finds out. 
If he’s any good at all, he can logic- 
ally look to a competitor for a better 
territory or go into business for him- 
self. 


That "Better Territory" Problem 


Thus, from the very beginning, 
the new man is tempted so far as his 
loyalty is concerned. He signs on, 
happy; the sales manager is happy; 
the young man shows promise, and 
the sales manager is even happier. 
“Here’s a young man to watch. He’s 
doing fine. As soon as a better terri- 
tory opens up.. oe 

But somehow, it seems in a major- 
ity of cases, the territory does not 
open up, at least in time to keep the 
young man satisfied—and with the 
company. 

A salesman, if he’s a good sales- 
man, one you want to keep in your 
organization, is not only aggressive 
but optimistic. This can be a disad- 
vantage as well as an advantage. 
During peak periods he sells two or 
three big accounts in a row, and if 
he’s on commission his checks are 
comparatively large. 

The salesman, flushed with success 
and fired with enthusiasm, suddenly 
finds that he needs a television set or 
a new car. The finance company gets 
a large chunk of his increased income 
as down payment. Then comes a slack 
season. Commission checks are small, 
but the television payments remain 
the same and the finance company 
wants its money. Result: a worried 
salesman—a man who is at the mo- 
ment more concerned with his own 
financial problems than with the sales 
of his company’s products. Older men 
may have learned to ration their com- 
mission checks, balance the fat against 
the lean, but not many of the younger 
men do. Rarely do they stay in the 
profession long enough to learn. 

All of this and more we found out 
after a careful study and analysis of 
our product, our salesmen and our 
sales policies. Advantages of the sal- 
ary system over commission are many. 
Our problem: how to convince the 
salesmen ? 

We called a meeting of our repre- 


sentatives. The men heard the ad- 
vantages of the salary system — not 
only to themselves but to the company 
—as outlined by company executives, 
Then the meeting was thrown open 
to a round-table discussion. 

At the end, five of the six men 
then on the sales force agreed whole- 
heartedly to the salary plan. The 
sixth man, the highest earner of com- 
mission, balked. The system was put 
into effect, with this one man remain- 
ing in the old setup. Thirty days 
later, to management’s surprise and 
delight, after observing the salary sys- 
tem in action, this man asked to be 
put on a salary basis. 

This particular man was earning 
approximately $600 a month at the 
time the change-over was made. To- 
day his salary is $850 a month, plus 
a company car and fringe benefits. 

Salaries are determined by aver- 
aging the commission income of the 
men during the preceding year and 
making allowances for the value of an 
expense account and fringe benefits. 

Raises are determined through a 
number of factors, first, of course, 
being over-all production which the 
man represents in sales. High up in 
consideration, too, is his cooperation 
with other salesmen and other depart- 
ments of the company. Raises are 
usually made in units of $50 per 
month. Without exception there has 
been at least one $50 raise each six 
months since the salary system was 
instituted. 


Offer Summer Bonus 


Bonus incentive is used in only one 
instance. The slowest sales season is 
the period from July through the end 
of September. During this period the 
company has established a bonus pay- 
able to the men for any percentage 
increase in their particular territories. 
For each 1% of increase in dollar 
volume over the yearly average in the 
territory, the salesman receives a cash 
bonus of 114% of his monthly salary. 
This bonus system has not been in 
effect long enough for the company to 
determine the exact benefits derived 
from it. 

Expense accounts are liberal. Our 
salesmen are requested to hold food 
and lodging expenditures to about 
$10 a day, but they are allowed an 
unlimited account for entertainment. 
They must give the names of their 
guests, and where they were enter- 
tained, but we do not embarrass them 
by asking them to show receipts when 
they are hard to obtain. 

Charge accounts are maintained for 
our salesmen at restaurants and clubs 
used frequently for entertaining 
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guests. Expense accounts vary little 
from territory to territory. They 
range from $75 to $125 a week. de- 
pending on the distance traveled and 
the territory. All salesmen are pro- 
vided with air travel cards and long 
trips are charged. Each man is given 
a $200 expense advance from which 
he works. Accounts are turned in 
daily and checks mailed directly to 
the man’s bank. 

Realizing that a salesman’s eff- 
ciency is in direct proportion to his 
happiness at home, we endeavor to 
please the family as well as the man. 
If a move is necessary, the company 
assumes the entire cost. All terri- 
tories, with two exceptions, are set 
up so that the men are home every 
week-end. The two exceptions are 
in the West where cities are far apart 
and long trips are necessary; sales- 
men in this area get home at least 
every other week-end. They are given 
the option of settling in any city 
they select in their territories. They 
usually pick geographical centers, 
modified by the one factor that they 
settle with the most fruitful markets 
at hand. Thus they are able to be 
home during the evenings when work- 
ing with their biggest jobbers. 


The Salesman's Work Load 


Territories are rather fluid and are 
limited more by the economic than by 
the geographic potentials of the areas. 
Each salesman attempts to work with 
about 60 jobber salesmen. He can 
cover them at least once every 90 
days. He holds meetings in the ter- 
ritory and works from six to 11 dis- 
tributors. Although guided by over- 
all company policy, he has _ pretty 
much his own freedom in establishing 
the frequency of the meetings and 
with whom and how he works. 

Quotas in territories were initially 
based on the buying power index pub- 
lished by the Marketing Division of 
the Hearst Magazines. While these 
were rather general, Piatt & Smillie 
found that they were a step in the 
right direction. Subsequently the com- 
pany has developed its own territory 
and cost figures and is now basing 
sales quotas and anticipated sales on 
the actual past performance of the 
territory in question. 

Piatt & Smillie management be- 
lieves that with a system of daily re- 
ports, plus personal contact with the 
salesman and his territory, plus an 
intimate knowledge of each of the 
distributors, it is in a position to de- 
termine if the salesman is doing a job 
with adequate coverage and with 
effective sales effort. 
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String loosely between two posts a 
length of braided barbed wire wrapped 
in burlap, which is soaked with a DDT 
oil solution...and the steers learn to swab 
their sides and backs. This back rubber 
keeps cattle just as free of flies as spraying, 
saves the time and effort of rounding up 
and spraying. The DDT used costs $5 per 
season per hundred cows. Brains are a big 
help in the business of farming. 


Farming is a business... which uses ideas 
and imagination, new techniques in crop pest 
control, irrigation, cultivating, and harvesting 
...constantly carries on research to 
develop better methods, higher yields, 
improve quality, and reduce costs. No 
other major industry has made such 
spectacular strides! 

Farm homes and farm living have kept 
pace. The nation’s better farm families 
spend many millions on new building, 
remodelling, redecorating, new drapes, 
floor coverings, functional furniture and 
home appliances... today have standards often 


if, §9S2 


If service! 


exceeding those of the better suburbs...are the 
best class market in the US! 


Best sales opportunity ...is provided by 
SUCCESSFUL FARMING reaching the nation’s best 
farmer businessmen and their families, a major 
market of more than 1,200,000 homes, of which 
nearly a million are concentrated in the fifteen 
agricultural Heart states, with the best soil, 
largest investment in equipment, herd, and 
buildings, the highest yields and incomes. ‘The 
annual earnings of the average SF subscriber 
easily top the national farm average by 50%. 

Advertising in general media misses much 
of the best market. Only SuccessFUL FARMING 
gives deep penetration, the wide influence 
based on a half century of service... is needed 
to balance any national sales schedule. Highly 
prosperous, with vast savings, bulging checking 
accounts, earning and spending billions... the 
SF audience merits prime preference by the 
national advertiser! Full facts, any SF office. 


MEREDITH PUBLISHING Co., Des 
New York, Chicago, Cleveland, 
Detroit, San Francisco, 
Atlanta, Los Angeles. 


In establishing so-called “fringe 
benefits” for our salesmen and their 
families, we feel that our company is 
a leader. 

Four weeks of vacation—with pay 
—are provided. “Two weeks of this 
are in the summer, preferably dur- 
ing the slack months—July through 
September. However, a_ salesman 
may take his vacation earlier or later. 

The winter vacation was an out- 
growth of the simple fact that during 
the Christmas holiday season there is 
very little work done. The company 
feels that it might as well be gracious 
about the whole thing and give the 
men the full two weeks. 

A salesman and his family, includ- 
ing his wife’s possible pregnancy, are 
covered in hospitalization plans pro- 
vided by the company. Sickness bene- 
fit is of indefinite duration commenc- 
ing seven days after sickness occurs 
and lasting for the length of illness. 
The salesman receives $50 a week 
from the insurance company and, for 
the first three months, the balance of 
his salary from the company. After 
this time, depending on his length of 
service, the company has the option 
of discontinuing pay until services to 
the company are resumed. Permanent 
disability is provided for with a maxi- 


Yes, We Have Reprints! 


Sales Management's Readers’ Serv- 
ice Department can fill orders imme- 
diately for the 16-page feature, "I7 
Tested Ways to Improve Manpower 
Leadership,” by Burton Bigelow, 
which appeared as a special insert in 
the June The editors con- 
sider it the finest article on the sub- 
ject of leadership for the 
organization this magazine has ever 
printed. It should be passed on to 
every sales executive in your com- 
pany. 

Prices: one to twenty-four copies: 


15 issue. 


sales 


75c each. Twenty-five to ninety-nine 
copies: 50c each. Prices for larger 
quantities on application. Address 
Sales Management, Readers’ Service 
Bureau, 386 Fourth Ave., New York 
16, N. Y. 


mum of $50 a week, not including 
the Workmen’s Compensation bene- 
fits which are paid according to the 
state in which the salesman resides. 


NEW YORK CIT 


from stocks in the city 


GET SPOT-STOCK SERVICE FROM: 


LEHIGH 4 
WAREHOUSES 


Make sales orders stick... give your men the edge of selling a 
full line on hand for next morning delivery. Get details today 
of Lehigh’s warehouse-distribution service for sales efficiency. 


WRITE, WIRE OR PHONE 


LEHIGH WAREHOUSE 
& TRANSPORTATION CO. 


Telephones: (NY) Rector 2-3338 (NJ) Bigelow 3-7200 
102 Frelinghuysen Ave. Newark 5, New Jersey 


TRUCK 
LEHIGH FLEET 


2 HOUR 50-MiILE 
DELIVERIES 


The company also carries for each 
salesman $9,000 group life insurance 
with $6,000 additional in case of acci- 
dental death. 

Our retirement program is unique, 
After a salesman has been wit! the 
company for two years, he is provided 
with a $14,000 retirement income in- 
surance policy with double indemnity, 
This policy provides for his retire. 
ment at the age of 55 or 60, depend- 
ing on his age when the policy is tak- 
en out. He may retire with $1!40 a 
month for life or he may take a 
$25,000 cash retirement payment. 
Payments of $140 to the retiring em- 
ploye, added to his Social Security, 
will provide him with something in 
excess of $250 a month retirement 
income, 

This program is based on an in- 
dividual insurance policy taken out 
for each man. The only restriction is 
that for the first five years in force, 
in event the man quits or is dis- 
charged, Piatt & Smillie shall be paid 
a sum of money equivalent to the 
cash surrender value of the policy. 

After the first five years the policy 


belongs to the salesman, although it & 


will be kept in force by the company 
throughout the period of his employ- 
ment. This was established to be cer- 
tain that the salesman stays with the 
company at least seven years before 
the cash value of the policy accrues 
to his benefit. All payments in the 
event of death, however, are payable 
to the salesman’s beneficiary from the 


Set, 


day the policy is in force. The com- ff 


pany gets nothing. 
Who Assumes Burden? 


Piatt & Smillie assumes the burden 
of all these policies. They do not 
cost the salesmen anything with the 
exception of income tax deductions on 
the retirement policy premiums 
which, of course, are considered as 
income to the salesman. Expensive to 
the company? Perhaps, in initial dol- 
lar outlay, but we do not think so. 
In the long run, the company, as well 
is the salesmen, benefits. 

These, then were the sales manage- 
ment problems that faced Piatt & 
Smillie three years ago. They were 
faced squarely and, just as squarely, 
solved. In the solution can be ‘ound 


the answer to that ever-present ques- ff 


tion of where to find, how to get, 
and how to keep potential salesmen. 
Piatt & Smillie feels that it has 


plenty of sales timber in its ownf 


offices and plants, that it has to offer 
that timber a concrete, secure plan for 
life if it is to get the Smiths and the 
Browns and the Johnsons away trom 
their present “security” jobs. 
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Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


Salisbury, N. C.: Sixth annual brand 
preference survey, conducted by Salis- 
bury City Schools and sponsored by 
The Post to assist manufacturers and 
advertising agencies in planning and 
processing advertising and sales pro- 
motion in Salisbury—heart of the 
industrial and agricultural Piedmont 
area. It includes high, low and middle 
income families in proportion to their 
representation in attendance at city 
schools. Questionnaires, taken home 
by pupils, were filled in by parents 
and returned to the schools. Data 
cover 78 classifications of food prod- 
ucts, IV and electrical appliance 
ownership, newspaper readership and 
radio listenership. Write to P. G. 
Laughridge, Advertising Director, 


The Post, Salisbury, N. C. 


New York Market Analysis: 
Issued by 3 N. Y. newspapers—New 
York Mirror, New York News, 
The New York Times. All 5 New 
York City boroughs and 21 suburban 
counties are covered. Each borough is 


broken down into neighborhoods, 
showing street by street, block by 
block the primary and_ secondary 


shopping areas in each district. Each 
neighborhood chart for New York 
City contains a street map and in- 
formation about the neighborhood: 
number of retail stores, total annual 
retail volume, number of stores in 
each of 23 retail classifications, and the 
annual volume done by each group. 
Shown, too, are the retail outlets in 
232 towns of 2,500 population and 


over in suburban counties. The study 
pinpoints the retail outlets which 
will be the most fertile fields of ac- 


tivity, where the most profitable areas 
are, where a manufacturer. should 
concentrate his merchandising, point- 
%-purchase displays, dealer coopera- 
tion, and advertising efforts. The peo- 
ple in the N. Y. market (14,232,161 ) 
spent over $14 billion a year in more 
than 190,000 stores, gas stations, etc. 
The study can be used as an aid in sam- 
plings and special sales tests, in allo- 
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Literature Useful 


to Sales Executives 


cating salesmen to areas, and it offers 
valuable information for jobbers, dis- 
tributors and wholesalers, and re- 
tailers who want to know where to 
locate their stores (facts on how 
much business is being done in their 
lines and what the competition might 
be in any given area). Copies are 
available to executives, national ad- 
vertisers and their advertising agen- 
cies. Write to Harry Rosten, The 
New York Times, or to Harold G. 
Garrett, New York News, or to 
James Flynt, New York Mirror, 


New York, N. Y. 


The $9-Billion Forest Products 
Industry: Market data file from 
Wood and Wood Products tells how 
to sell this industry. There are 5 loose- 
leaf sections: buying influences and 
practices, expenditures for plant and 
equipment, products manufactured by 
the industry, etc. A chart shows 
where 101 different types of equip- 
ment and materials are used in 9 
different components of this third 
largest industry. Write to John Koel- 
lisch, Research and Promotion Direc- 
tor, Vance Publishing Corp., 139 N. 
Clark St., Chicago 2, Ill. 


New York Housewives: Third in a 
series of continuing surveys conducted 
among 9,000 housewives in 12 coun- 
ties in the N. Y. Metropolitan Area, 
by The Pulse, Inc., for New York 
Post, to. determine these facts about 
housewife readership: What news- 
papers do they read in the home? 
How old are they? Where do they 
live? What is their family income? 
What duplication exists in their 
reading habits? Detailed charts il- 
lustrate the duplication pattern among 
readers of the various N. Y. news- 
papers, and there is a progress record 
of all N. Y. City newspapers for the 
past 10 years. Write to Harry Rosen, 
Advertising Director, New York 
Post, 75 West St., New York 16, 
| 2 
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The Conrier-Zonrnal 


. THE LOUISVILLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 
371,134 DAILY ¢ 300,970 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO. 


coy? 


is for Teacher 


And she's an oracle 
quoted in 10,000,000 
homes 


“Teacher says .. .’’ is one of the most irre- 
sistible forces imposed on all American 
parents. Whatever Teacher says is accepted 
by 26,000,000 youngsters and reported at 
home as unyieldingly as the laws of the 
Medes and Persians. 


Teachers are eager to have facts which 
assure the accuracy of their comments. 
They might not now know about your com- 
pany ... your products ... your attitude 
about free enterprise! 


In the 44 State Teachers Magazines you 
can reach a basic circulation of over 866,- 
000 with your message. Only State Teach- 
ers Magazines give you anywhere near this 
coverage. 


The complete story—‘‘26 million kids .. . 
target for today!” is free. Write to 
Georgia C. Rawson, Executive Vice Presi- 
dent, State Teachers Magazines, 309 N. 
Michigan Ave., Chicago 1, Illinois. 


State 
TEACHERS 
Magazines 
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Promising Package... 


CONNEAUT 
ASHTABULA 
GENEVA 
PAINESVILLE 


SANDUSKY BU “RAIN WARREN 


FREMONT LYR 


BELLEVUE NT spt 

Pei <M KEI i 

N OBERLIN MEDINA Ss RAVENNA Fr 
ELLINGTO \\ 


FOSTORIA TIFFIN a LOD! \ wapsworTH ee o 
| \ Pas. BARBERTON SEBRING 

M | | 

Y BUCYRUS ASHLAND WOOSTER me 

: \ \ NEW PHILADELPHIA a 


ANSFIELD ‘ RSBURG 
a MILLERSBURG eS ivER 


MAT VERNON 


Cleveland’s Great 2-in-1 Market of nearly $5,000,000,000} 


All wrapped up, ready to deliver to you is this compact sales package...Greater Cleveland : 
plus its 26 adjacent counties. In this great 2-in-1 market the PD is a household word... 
distributed throughout this compact market. Only the PD gives you this unique 
coverage.,.two markets for the price of one! Don’t let Northern Ohio’s five billion do!lar 
market pass you by. Plan today to have your say in the Plain Dealer! 


so ple: 
- = 


(Cleveland) 26 Adjacent ; 
| Cuyahoga Cy. County Area* i 

The Plain Dealer’s Market Total RetailSales . . . . $1,733,424,000 $1,327,825,00U / 
Survey Department can assist you in a 458,874,000 333,266,000 
checking keh ymi Gen. Merchandise Sales . 263,872,000 108,266,000 
market data for Cleveland. Drug Sales . . . . 56,838,000 32,877,000 : 
Write for information. Furn., Hsld., Radio Sales : 85,680,000 59,480,000 } 

Eff. Buying loseae * * <« 2,725,572,000 2,064,059,000 1 on 
* Akron, Canton, Youngstown not included. Figures—Sales Management Survey, May, 1952 | ' 
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ss Ua N CLEVELAND : 


\PLAIN DEALER 


Cleveland’s Home Newspaper " 
Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta | 
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Tools for Selling | Canton, Ohio. 
is a 
KEY Market 


ToOLEeoe 


CLEVELANG 


AKRON 
YOUNSS TOWN 


B 


@ COLUMBUS 


STORE FRONT SELECTOR: A salesman from The Kawneer Co., Niles, * DAYTON — 


Mich., walks into a store, introduces himself as the “local store front val 


specialist.” He points out to store owner how remodeled frontage will Rcrnneens® 

attract more shoppers, increase his sales. Salesman then opens the Store 

Front Selector to sketches. But the real story is this: The selector, through 

overlays and cutouts, shows dozens of design combinations for mid-block \ 


and corner store locations, and the salesman knows these combinations by 

heart. And before he walks into store, he picks out a design he thinks might | 

fit the merchant’s needs, figures estimate from a table in the selector, inserts | T 0 t a j Effe Cc t j Vv e 
cost figure in space near design he has picked. So, before he introduces 

himself, he knows exactly what he’s going to show and talk about, and he 


can sharply focus the presentation. By Burch Printing Co., St. Joseph, Mo. | 4 U yin g In co m es: 
e 
+ $421,603,000 


7 


Key Facts: Between 1940 and 
1950 Canton retail sales 
went up 205% ... whole- 
sale trade increased 204% 
. . . population increased 
20.5% ... industrial 
wages alone gained - 205% 

. industrial employment 


; advanced 65%. One news- 
. paper, the Repository, eco- 
. nomically covers this key 
\ market—96.7% city zone 
coverage; 99.4% home de- 
livered. 

: 

'} ZIPMASTER: Culligan Zeolite, Northbrook, Ill., does most of its selling and the 

over the kitchen table where, through a series of pictures, the firm’s sales- | key to it 

') men show home owners advantages of home water softening equipment. | is the. - 

CZ's salesmen carry the visual story in this unit. The removable easel 

| contained in the zipper case is the big feature—it props itself up to natural 
H viewing angle. And notice the samples of water softener solutions built 
} into the unit. On right-hand side is a pocket containing descriptive litera- 


ture of the company’s service. Incidentally, CZ salesmen aren’t required to 
Purchase the tool, but 900 of the firm’s 1,000 representatives have, and 
ma-agement reports excellent results. Called the Zipmaster, case is 


finished in vinyl imitation leather. Made by Sales Tools, Inc., 1700 W. 
Washington Blvd., Chicago 12, II. 


A Brush-Moore newspaper, represented 
nationally by Story, Brooks & Finley 
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Tools for Selling (cont.) 


For sales, advertising presenta- 
tions. Opens quickly for desk-top 
; BEER SAMPLER: This man is not picnicking. What he’s taking from that 
portable cooler is a bottle of beer. all right, but he’s going to take it into a 
package store, let the owner sample it. He’s a store detail salesman for The 


use. Very compact. Easy to carry. 


Folds flat. Each clear plastic enve- 


lope takes two presentation sheets Reuben H. Donnelley Corp., Chicago, and by offering free samples of beer, 
back to back. Ideal for fast-moving, | he is helping Berghoff Brewing Corp., Fort Wayne, Ind., double its retail 
straight-to-eye sales story. Very outlets around Chicago. Sample bottles are held at optimum good-taste 


temperature (about 50 degrees) for five days, then shipped to Donnelley 


economical. : ; 
each morning where bottles are placed in portable cooler, and the cooler 
Call or write for salesman then goes along with salesman on road trips. Salesman is placing Berghoft 
. . . descriptive folder bottle into aluminum-lined bag so beer won't lose chill while it is carried 


from car to store. Cooler is called the Thermaster, is manufactured by 
Poloron Products, Inc., 55 Ave. E, New Rochelle, N.Y. 
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in a September issue of PI 
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The story of Sno-Gel, 
COLOR SELECTOR: On the theory that TV receiver should be considered i 
the "ice" that doesn't melt. a stylized piece of furniture which blends into room decoration, CBS- : vassal 
a Columbia, Inc., New York City, manufactures cabinets in 7 “co-ordinated” ; 
colors, gives its dealers this practical sales tool to show customers how a | 
. : CBS-Columbia receiver in color will look under different home decoration 4 
. and in an October issue: ay : ; ap 14 
conditions. How it works: Face of selector shows either a modern living la a 
The ABC's of Direct room or room furnished in English traditional style; from the top, acetate i R 
Mail through Dealers" transparencies are dropped over the scene, changing colors of walls, rugs, i 
other appointments. Rotating color wheel, right, lists available colors of V 
cabinets, and as wheel is turned by finger-tip, colored TV sets drop into a : 
“window.” By Ted Bates & Co., 630 5th Ave., New York 20, N.Y. 
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says DAVID H. GULLETT 
Sales Manager, Parker Pen Company 
Jonesville, Wis. 


| Parker <n salesmeow tiaded 42- . 
| pound sample cases for 40-oume Pooh, 
| kite... and made mow sakes 


; N ORE and more sales executives are turning to Stereo- 
REALIST slides of their products or services to increase 
their sales. The Parker Pen Co., for example, has found both 


buyers and salesmen enthusiastic about REALIST sales kits. 

REALIST pictures can’t be beaten for true-to-life realism 
and sales effectiveness. They show products as they actually 
— in full, natural color. Salesmen report the REALIST 
er to be the one indispensable piece of equipment 


i ¢ 
i they carry. STEREO 

i but you must see REALIST slides to appreciate their 

| full impact. Ask your camera dealer or commercial 


photographer to show you some. David WHITE Com- THE CAMERA THAT SEES THE SAME AS YOU 
PANY, 315 W. Court Street, Milwaukee 12, Wisconsin. ee 


4 Cameras, Viewers, Projectors and Accessories are products 
= : : of the David White Company, Milwaukee 12, Wisconsin. 


$159.00 (tax inc.) 


7 ° . e ° 7 . » 7 . - . . . . . . © - © 7 
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NEW, LOW-COST REALIST HANDI-VIEWER 


Introduction of the REALIst Handi-Viewer means that commercial users 
of stereo can now effect a considerable saving. Although the price is 


$143 low, quality is high. The Handi-Viewer has the same fine lens ... 
REALIST same brilliant illuminating system .. . same picture size as the ST61 
Handi , REALIST Viewer. Lights up with slight finger pressure on the slide. 
Viewer only $950 Focussing knob is centrally located. Convenient, pocket size. Attrac- 


tively styled and sturdily constructed of heavy-duty plastic. 


AENT 
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Mark your product 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. J 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, Indiana 


GDM FLEXI-TURN 


World's Most Flexible 
Turntable for TV 


LOOK AT THESE FEATURES! 


Runs at any speed from | to 20 RPM. 
Clockwise or counterclockwise. 
Instantly reversible. 


By remote control can start, accelerate, 
reverse, oscillate, slow down, stop on 
dime. 


@ Speed can be doubled or halved... 
with flick of a switch. 


@ Carries up to 200 pounds, centered, on 
18" disc. 
@ Cost—$250. Delivery 4 to 6 weeks. 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 
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Tools for Selling (cont. 


~@ BEFORE 


PROOVER: Some drivers never know 
when to change crankcase oil, and 
most of those who do aren’t sure what 
weight oil should be used under varie- 
tal weather and driving conditions. 
Now, if a Standard Oil Co. dealer 
tells a customer his oil needs chang- 
ing, and the customer says “Show me 
proof,” the dealer can do it quickly 
with his Permalube viscosity demon- 
strator. It shows customers the dif- 
ference between grades of motor oil 
by the ball and bottle method, helps 
establish why car manufacturers rec- 
ommend different grades of oil for 
summer and winter operation. Dealer 
simply takes demonstrator to driver's 
window, where driver can see how 
oils of various grades flow. It is made 
from high-impact styrene plastic in 
opaque red, supplied to Standard Oil 
(Indiana) by L. A. Westerberg Dis- 
plays, 7840 Kolmar, Skokie, III. 


SPACE AND TIME SAVER: The wholesale 
hat salesman’s perennial problem is getting 
the time and space to set up his line of 
sample hats to show his prospective retail 
store buyer. Showing 30 or 40 hats is like 
driving a small automobile into the men’s 
department. Champ Hats, Inc., Philadelphia, 
decided to do something about the bulk 
problem, equipped its salesmen with this 
loose-leaf “swatch book” (above) which 
shows pictures of Champ hat models as they 
are worn, with complete specifications for 
each. On right-hand pages are actual felt 
cutouts of corresponding hat models, com- 
plete with hat band, and in colors and 
weights available. Salesmen can supplement 
the book with two or three of Champ’s 
newest hats, or get them quickly from a 


complete sample line carried in his car. § 
salesman F 


Photograph at left shows what 


would have to wrestle with if it were not for 


the “hats-in-miniature” booklet. 
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lf you use no other gauge but resuits— you'll 
recognize the superiority of the FR Port-A- 
View. For now you can show slides of your 
products and services in full natural color in 


} ordinary room light without bulky or costly 


equipment. So light in weight: ..so easily 
portable...the FR Port-A-View makes every 
desk a selling field. It weighs a scant 4 pounds, 
yet pictures are shown enlarged 412 times, 
Clearly, brilliantly, effectively. Visual selling 
is demonstrating — that’s why a demonstra- 
tion of the FR Port-A-View will prove that 
this is the greatest “sales-clincher” your sales- 
men have ever had... prove it so convincingly 
you'll want one for every member of your 
staff. Write or call for full descriptive booklet. 


THE FR CORPORATION, 953 BROOK AVENUE, NEW YORK 56, N. Y. 
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More sales...Less cost 


PORT-A-VIEW 


New Visual om Aid 


Projector, Automatic 
Slide Changer, 
Viewing Screen 
All in One Compact 
Folding Unit 


Eveready Case 
$14.95 


gant 


HAGGAR CO.. DALLAS 


Other Hagger Slacks $5.95 - $17.95 


RELATED ITEM SELLING: Advertisements in six general magazines—plus dealer 


publications—prepare prospects. 


This is how 


Haggar Promotes Fashion, 
Triples Sales Chances 


A new pair of slacks—better still three pairs—calls for a 


new sports shirt and jacket. Haggar is in the pants busi- 


ness only, but promotes related items to help retailers up 


the unit of sale. It does, too, and builds plenty of good will. 


Based on an interview by Thomas Maccabe with 
E. R. HAGGAR © President, Haggar Co. 


Sell the consumer three instead of 
just one. That’s the goal of the Hag- 
gar Co., Dallas, manufacturers of 
trousers priced from $5.95 to $17.95 
a pair at retail. 
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Haggar’s advertisements in six gen- 
eral magazines tell how you can have 
nine “correct and attractive ensem- 
bles” by building combinations around 
three pairs of Haggar slacks, a sports 


coat and two sports shirts. 

Haggar makes only slacks. 
then, does Haggar promote 
jackets and shirts? 

“NIultiple selling pays ‘off,’ ex. 
plains E. R. Haggar, president of the 
company. ‘We believe we get ow 
share of the pants business by helping 
our retailers to sell related goods, 
Haggar aims to help retailers increase 
the amount of each sale to a customer 
who starts out to buy just one pair of 
slacks. 


Why 


sports 


The plan is bound to increase the 
friendly feeling with the company’s 
5,000 dealers. But has it paid off for 
Haggar, too? Each year since 1948 
the volume has increased 71% to 12%, 

Here’s how the idea works: With 
its 1948 spring and summer line the 


firm began a national advertising 
campaign based on the “Haggar 


Harmony Chart.” The chart showed 
nine sports clothes combinations based 
on three pairs of Haggar slacks and 
the two shirts and sports coat. On 
Monday one wore tan hair-line slacks 
and a tan shirt. On Tuesday it was 
teal slacks and a beaver shirt, and so 
on through the week. 

The idea was developed _ inde- 
pendently by the company on the basis 
of its feel of the market. The first 
national advertisement appeared in 
Life early in 1948. Consumers were 
invited to ask for copies of the Har- 


mony Chart at their favorite stores. § 


The advertisement also quoted a re- 
tail price for the three pairs of slacks 


together — indicating that the pur-§ 


chase would be a bargain. 


The multiple sales idea was pre- & 


sented to the sales force at its semi- 


annual convention in Dallas Septem- F 
ber, 1947. While no special incentive f 
was set up for Haggar’s 30 salesmen, 
who are paid on a 5% commission ff 


basis, it was believed that the prob- 


able increase in unit sales would lead BY 
to full support for the campaign. §— 


That is what happened. 
Point-of-purchase displays 
prepared for the retailers. 


They 


showed the slack combinations, “asf 
cards i 
depicting the Harmony Chart weref 
also made available for stores. ‘] hese 


advertised in Life.’ Counter 


were the cards the Life advertisement 
invited consumers to ask for. 


Retailers were charged a nominal ff 


amount ($8.50 per thousand) fo: the 
cards, which had the store’s mame 
printed on the back. The manutfac- 
turer decided that the charge would 
result in greater use and display of 
the cards. More than a million and a 
half of them were distributed. 

The plan was advertised in J/en’s 
Wear and Apparel Arts. 

The idea was carried further with 
the 1949 spring and summer line. A 
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= )Multiplying sales efforts by five is the result you can obtain from 


pre- leach distributor selling your line. Send for this booklet... 
semi- 
ptem- § Industrial distributors average some five salesmen per organiza- 


Titlv€ Ftion and should be considered a definite part of your organization. 
smen, 


ission [i 
prob-f, Educating them regarding your products, coaching them about 


| lead fiyour policy, giving them the same consideration as your own sales 
aign. Fiforce will pay dividends for you. 


‘yy, INDUSTRIAL DISTRIBUTION reaches distributor salesmen. 
Gag }) our messages in this publication are an added way of keeping 
cards Feontact with the distributor men who work for you. 
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SALES ACTION... 


reach Active- Minded 


>) ...in the 


Lamp? 


NATIONAL 
GEOGKAPHIC! 


More than 2,000,000 National Geo- 
graphic family units cut across al 

most every business, profession and 
occupation. They call The Nationa; 
Geographic “our magazine.’’ As 
members of the National Geographic 
Society they actually own it. They 
write us as many as &4,000 pieces of 
first class mail a day. They renew 
their subscriptions at an amazing 
rate of more than 87%. Entire fami- 
lies regularly read and have confi- 
dence in the pages of the magazine, 
both editorial and advertising. They 
have a warm spot in their hearts for 
our product. We think there’s room 
there for your product, too! 


America’s most 


active minds 


read 


Now, more than 
2,000,000 / 
circulation } 
according to / ] 
publisher’s // 
current 


records. SSS 
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PANT-O-RAMA: Customers turn the wheel of this dealer counter display, work 
out for themselves the sports combinations which go well with each fabric. 


wheel counter display was distrib- 
uted among 1,800 retailers. It showed 
swatches of Haggar slack fabrics on 
the outside of the wheel. By turning 
the wheel, the consumer could see 
what combinations of slacks, shirts 
and coats should be worn together. 
‘The spring and summer fabrics on the 
solidly built device could be replaced 
with fall and winter fabrics. 

Did this counter display make a hit 
with retailers? WIr. Haggar says it 
was a concrete example of the success 
of the entire campaign. The wheels 
were used until after the fall and 
winter line for 1951 were put out and 
were then called back by the com- 
pany, to be replaced by an improved 
model. And how many came back? 
About 900, or 50% of the wheels 
sent out at the beginning of 1949, 
were returned by retailers, still using 
them after nearly three years. 

In 1951 the firm celebrated its 
25th anniversary and added a new 
wrinkle to the multiple sales promo- 
tion. Advertisements featured the 
‘“Haggar anniversary dividend,” a 
bargain price on three pairs of slacks 
bought together. 

Similar to the earlier campaigns, 
the 1951 drive concentrated on ad- 
vertising in national magazines. Hag- 
gar advertises in Life, Collier's, 
Esquire, The Saturday Evening Post, 
Sport and True. About 45% of its 
advertising outlays now go to these 
publications. It has also consistently 


run color advertisements in merchan- 
dizers’ publications, in preferred posi- 
tions. 

The firm does not run cooperative § 


: 
advertising with retailers. However, § 
national advertising has resulted in i 
considerable consumer response, even} 
though it did not carry an invitation] 
for consumers to get in touch with 
the company. a 

After the Haggar Co. was founded} 
in 1926, sales were principally in thef 
Texas - Oklahoma area. Activities 
gradually expanded to the Southeast} 
and West Coast. The firm’s first naj 
tional advertising was in 1941 inff 
Esquire. During the war it handledfy 
a large volume of government busi- | 
ness, resuming expansion in 1945. 
Today Haggar has 2,500 employes. 

Haggar’s volume is still greatest in 
the Southwest, Southeast and Farfl 
West, but sales in the Middle West 
and Middle Atlantic Coast area haveyy 
been rising sharply. 

Mr. Haggar calls attention to ‘ 
survey published last year by the 
United States Department of Com: 
merce, showing a decided postwa! 
trend away from suits to. sports 
clothes for men. He believes that the} 
multiple selling plan has substantially] 


increased sales of sports clothes. He} 


points out that in 1950 trousers rep 
resented 19% of the dollar volumeg 
of men’s clothing, excluding acces 
sories, while in 1951 the figure hac§ 
risen to 27%. 
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. . . steel patterns of industrial de- 
velopment are outlined against a bright 
economic future for the great MidSouth. New 
industries in Memphis since 1945 total more than 
350, while expansion of existing manufacturing fa- 
cilities amounts to over $100 million. Industrial em- 


1945 ployes in Memphis number twice as many as ten years 
loyes ago; industrial payroll for 1951 was $121 million. 

Ta Coupled with agricultural diversification, industry is con- 
Ves tributing more and more to the economy that makes 


Memphis one of America's key cities. Advertisers can 
best reach the $2 billion sales potential of the Mem- 
phis market by using BOTH Memphis newspapers 
at an optional daily combination rate of only 
65c per line to cover 324,506* buying 
families! 


the} y *ABC Publishers’ Statement, 3-31-52 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


SCRIPPS-HOW ARD NEWSPAPERS 
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All-Year Club Finds 


Hard Facts Lure Tourists 


People looking for vacation spots want to know where to 


go, when to go, how much time is required, where to stay, 


what to wear and take along, and how much it will cost. 


As told to James H. Collins BY DON THOMAS 
Managing Director, All-Year Club of Southern California 


If you send out for a lot of the 
community booklets used to attract 
industries, new people and vacation- 
ists, most of them will be so much 
alike that the towns could be shifted 
around and any: booklet would do 
just as well for any community. 

‘That statement is made by re- 
searchers at the University of Santa 
Clara, Calif. They did send for 
dozens of community brochures to 
analyze them. They report that nine 
out of 10 are much alike. Most com- 
munities put themselves forward as 
centers of transportation and trade, 
as places where life is more worth 
living, as scenic wonderlands and 
playgrounds, as_ possessing eternal 
spring climates. In a word, the texts 
contain a vast “blue sky.” 


No Training Manuals 


It isn’t easy to write such litera- 
ture, say the college men. If you 
want to write fiction or advertising 
or even an engineering report, there 
are numerous manuals for guidance. 
But the fellow who sits down: to 
praise his town finds little in the way 
of teaching. 

Some of the things we have learned 
here at the All-Year Club may be 
helpful. We are concerned only with 
vacationists and tourists, but we use 
a ‘“‘copy desk” technique which could 
be adapted to other values communi- 
ties have to offer to outside people. 

The temptation is strong to write 
nice phrases and slogans for your 
community. But most of them, sifted 
down to facts, turn out to be pie-in- 
the-sky. Long experience has taught 
us that people plan trips on facts. 
Slogans do not help them one bit. 

A newspaper copy desk deals only 
with facts—something that has hap- 
pened, with names, locations and in- 
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cidents with which the re-write man 
makes up his story. A good many 
years ago we put our writing in 
charge of newspaper men. For 10 
years it has been managed by Alan 
R. McElwain, seasoned reporter and 
desk man, who knows no other tech- 
nique and believes no other is effec- 
tive for community promotion. 

Vacationists and tourists like five 
basic features of our region. We have 
proved this by repeated surveys among 
visitors who have been here and tell 
us what they enjoyed. First comes 
“the biggest thing in the world,” the 
Pacific Ocean. Then, popularity shifts 
between the attractions of a great 
city which includes Hollywood; or- 
anges growing in our dry subtropical 
valleys; the mountains and deserts. 

Other localities have all of these 
features, but singly. We are fortu- 
nate in having them all. They win 
out in competition with other vaca- 
tion regions. And they furnish the 
solid basis of facts for promotion. 

Facts in community promotion are 
like special aisle displays of merchan- 
dise in a market. The closer mer- 
chandise is brought to the shopper, 
the more attention it attracts and the 
more is sold. Facts can put a com- 
munity right out in the heavy store 
traffic. 

Our community comprises 11 coun- 
ties with hundreds of towns, cities, 
farming and mining regions, scenic 
spots and playgrounds. We cover it 
as reporters cover the city hall or 
police headquarters, going out on 
“beats” to obtain fresh information 
and keeping a “morgue” similar to 
that of a newspaper but filed by com- 
munities instead of persons and or- 
ganizations. 

We file everything—news items, 
magazine articles, advertisements 
from different localities, reports made 
after our writers’ trips—for informa- 


tion which is apparently of little im- 
portance may become highly signifi- 
cant when something happens in a 
community, giving a new viewpoint, 
Communities are constantly changing, 
New facts are always developing, 
When we want to say something 
about them, we turn to our files in- 
stead of to the dictionary. 

Vacationing is a fact proposition. 
When people plan vacations they 
want to know where to go, when is 
the best season, how much time they 
will need, where to stay, what to 
wear and take along, and how much 
it is going to cost. No magic of words 
will help them plan a trip—or estab- 
lish a branch factory. It’s all done 
with routes, timetables, rates. 

We give the planners facts at three 
different places. When they answer 
our national advertising we_ send 
them three printed pieces: a booklet 
on what to do and see in our region, 
a planning booklet with facts about 
where to go, etc., rates at hotels, 
motels and restaurants, fares on local 
trips, and a folder of quick facts 
about our climate. When they enter 
California they are handed a sight- 
seeing map describing hundreds of 
communities. When they come to 
our downtown information bureau in 
Los Angeles, they get a map and 
folder describing many guide-yourself 
trips to beaches, orange groves, Holly- 
wood and other interesting places. 


Things to Recall 


People on trips not only want facts 
about where to go and what to see, 
they want something to tell the folks 
when they get back home. We turn 
to our files and give them facts: 

Orange groves are beautiful; they 
have the aroma of weddings in blos- 
som time... but Bill, do you know 
that orange and lemon blossoms are 
indistinguishable; that many a bride 
has been married with grapefruit 
blossoms; that citrus trees bear fruit 
and blossom at the same time; tliat 
a lemon tree has five crops every 
year? 

Owens Lake is worth seeing a: a 
lake—but they told me that 50 years 
ago a steamer with a load of gold 
went down in the lake, and the gold 
is still there! 

Imperial Valley is below sea level 
—and say ... wild ducks! That’ a 
big vegetable growing place, and in 
the season the vegetable growers hire 
planes to shoot blank cartridges and 
herd the ducks away from the lett: ce 
fields! 

And you ought to see the Lompoc 
and Santa Maria valleys, Aunt 
Molly; in season they are carpeted 
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"| "This is the si ing Greensboro Market!” 
-| "This is the size we grow for the Growing Greensboro Market! 
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ei e See aK: You’re right in line to reap a heavy harvest 
in- d of sales—when you plant your advertising dol- 
lars in the Growing Greensboro Market. ... 
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by the 100,000 daily circulation of the 

ree GREENSBORO NEWS & RECORD! 
wer 
end The only medium with dominant coverage in the 
‘let Greensboro 12-County ABC Market, and with 
on, selling influence in over half of North Carolina! 
out 
els, 

cal 

Acts . - 
er gs © Greensboro 
y NG : YY 

of RF \ é ) 4 nA 

of Fe Leo News and Kecor 
1 in x 
ind SOF: GREENSBORO, NORTH CAROLINA 1__- 
— S , 5 rae Represented Nationally by 

\ly-  qeRiniasooriomn : * heathen aa cehii 3 Jann & Kelley, Inc. 
i NEWS COVERAGE 
see, 
ks 

irn of Localities in the Buffalo Market 
= Orchard Park, for instance: 
(Os- 

Ww 7 : 

re A residential village surrounded by country 

. estates, Orchard Park is 15 miles from 

l 


it & Buffalo. Each day 2035 people buy 1271 
copies of the Buffalo Evening News. 
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for miles with flowers—90% of all 
the flower seed in the world is raised 
there! 

Climate being one of our attrac- 
tions, we made a fact study—tliterally 
took our climate apart with the aid of 
the United States Weather 
and climate specialists. 

How cold or hot does it get? When 
does it rain? How much sunshine do 
we have? Is there any muggy 
weather? By months the noon tem- 
peratures, sunshine, rain and humid- 
ity are given. QOur climate is classed 
as “dry and subtropical.” Subtropical 
climates mild but with muggy 
seasons. Dry subtropical is a special 
climate, with no bad seasons—and 
this is Mediterranean climate, found 
also in Chile, Australia, and South 
Africa—no closer to California. 


Jureau 
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Our copy desk system got a test 
during the war, when thousands ot 
servicemen and women were passing 
through the city and wanted to see 


the most in the least time. First off, 
they all wanted to see Hollywood 
and to get into a studio. Under 


present-day production methods of 
making sound pictures, visitors can 
ruin films, so that was “out.” Next, 
they wanted to see the picture and 
radio stars’ homes. 

What would happen if a service 
boy or girl rang a star’s doorbell? We 
sent reporters to ask. Some stars did 
not want their doorbells rung, but 
others said that if they were home 
they would shake hands with service 
people. In several cases beverages 
were served by servants. “That was 
a wartime special. It worked out 
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Professional 
Semi-Professional 
Major Executives 
Minor Executives 
Skilled Labor 


Source: Starch Consumer Magazine Report, January-December, 1951. 


2,700,000 ABC CIRCULATION GUARANTEE 


i OCCUPATION 
The Awenionn Legion Magazine 


12.2% Own Small Business 
(men readers) 


5.1% 

5.2 

5.6 
11.1 
15.8 


happily tor everybody. Hollywood 
surprises visitors by its extent. Most 
studios are outside. Radio and tele- 
vision have supplanted them as points 
of interest. ‘Their studios are cen- 
trally located and audiences are ad- 
mitted. Picture and radio stars live 
in an area which requires approxi- 
mately five hours driving, to cover 
75 miles. 

Community promotional literature 
is commonly supposed to be sent out 
by chambers of commerce. The Santa 
Clara researchers found that more 
than half comes from state develop- 
ment agencies. Railroads are respon- 
sible for one-fifth, utility companies 
for another fifth, and chambers of 
commerce, plus municipalities, total 
barely one-twentieth, with minor 
promotions by engineering firms, 
newspapers and banks. 

State agencies and railroads are 
promoting wide areas much like our 
own, and the copy desk system seems 
well adapted to keeping track of 
what they have to sell, and keeping 
themselves supplied with facts instead 
of generalities. For example, trans- 
portation is one major consideration 
dealt with in all booklets that seek 
new industries. At the rate rail rates 
have been changing under inflation, 
and with rapid development of. air 
freight, this obviously is a field in 
which facts are news. Raw materials, 
labor supply and access to markets are 
other major considerations—all capa- 
ble of exposition with facts. 


How Photos Are Used 


LITHOGRAPHED CARDBOARD DISPLAYS 


0080 


INLAND LITHOGRAPH COMPANY 


IDEAS « FACILITIES « EXPERIENCE 


The saddest sight you'll ever see 


Is that unhappy Sales JV. P. 


Whose compefition’s out today 


With their new Inland Sales Display! 


CHICAGO 6 * 


RANDOLPH 6-3256 


We follow the copy desk technique 
with pictures. Santa Clara investi- 
gators pay little attention to pictures, 


but we have found them of great 
importance for this reason: ‘lhe 


greatest possible impression we can 
make on visitors is to have them here 
on the spot. Next, color movies are 
best, and third, new-type photographs 
in color. 

We once used fine color drawings. 
In their day they were effective be- 
cause numerous features of our area 
could be put into one picture and 
idealized: pretty girls smiling and 
so on. But the general picture maya- 
zines have created a desire for facts 
in pictures. People want to see what 
things look like, through the camera 
eye, with no retouching. ‘There is 
sales resistance against doctored pic- 
tures. 

We now send out news photog- 
raphers who take pictures in com- 
munities where things are happening: 
the annual carrot festival in a vegeta- 
ble-growing section, grunion catching 
on beaches, sports, events, local 


SALES MANAGEMENT 


varabeietih 


PONE 


SEE SAN mile Hee, 


fiestas 
facts 
the 
tance 
com 
make 
illust 


Ly 


use, 
adve 
5 
form 
It 
whet 
ern 
ente: 
the 
than 


wood 


4 


Most 
tele- 
dO INtS 
cen- 
P aa 
) live 
OXI- 


COVE! 


ature 
r out 
Janta 
more 
el op- 
Pon- 
inies 
s of 
total 
inor 
rms, 


are 
our 
ems 
of 
ving 
read 
ans- 
tion 
seek 
ates 
ion, 
air 
in 
als, 
are 
pa- 


oS eae aes 


festas. Such photographs are like the 
facts we gather and file: When shot, 
they may not disclose their impor- 
tance, but something happening in a 
community, giving a new viewpoint, 
makes them highly significant. They 
illustrate the. facts. 

And of course, color nowadays is 
a “must.” Subject to conditions of 
use, three-fourths of our pictures in 
advertising and literature are in color. 

This philosophy pays off, and Cali- 
fornians have the figures to prove it. 

It was a good year, 30 years ago, 
when 200,000 tourists came to South- 
ern California. ‘Today the region 
entertains that many every month of 
the year. Annual total is now more 
than 3,000,000, and that counts 


tourists only, not people who come 
on business. They spend close to 
$500,000,000 . . . which means an 
income of $96 for each dollar spent 
in promotion. There is an increase 
of about 15% per year in numbers 
of visitors. 

Southern Californians catering to 
the tourist trade like to split up this 
money and see who gets what, and 
here are the round figures: 


Retail trade ......... $255,000,000 
SS caewenwanwees 90,000,000 
Amusements, sports 52,000,000 
Transportation ...... 49,000,000 
Ls PRETOR CTE Ce 28,000,000 


FOR THOR: More than 1,500,000 lines. 


Dealers Use Nearly 5,000 Ads 


In Thor Washer Promotion 


When M. R. Wilson, gsm, Thor Corp., Chicago, offered the 
ladies a hat box and a set of cosmetics, all worth $39.50, if they'd 
buy a Thor washer, he didn’t know what would happen, because 
the ‘‘Week-Ender Kit” and beauty aids are as unrelated to washing 
machines as cheese is to steam shovels. 

But plenty happened (“How Much Sales Power in Unrelated 


Item Promotions?” SM, Aug. 1, 


p. 24). About 38,000 women took 


Thor up on the offer. Thor’s sales rose 20%, while the industry de- 


clined 7%. 


Part of the success of the 60-day ““Week-Ender” promotion (cost: 
$500,000) was chalked up to cooperative advertising by Thor dealers, 
who were responsible for almost 5,000 dealer tie-in advertisements 
totaling more than 1% million lines of newspaper copy. 


Wilson (left) and Thor Advertising Managers Bob Runge were 
so happy about the whole thing that they clipped out 4,645 of the 
dealer tie-in advertisements, piled them up and had a picture taken— 
to show what happens when a manufacturer offers a sound promo- 


tion program. 
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“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 


REPORTS 


OF OUR 


GROCERY STORE 
INVENTORIES 


TANT COFFEE 


. E 
ETERGENTS e PACKAGED TEA e TEA IN 


ASK ABOUT OTHER STUDIES 
‘Bayonne cannot be sold from the outside'' 
THE BAYONNE TIMES 

BAYONNE, NEW JERSEY 
NePatsenteD By BOGNER & MARTIN 


YOU LIVE ONLY ONCE! 


So why not bring your manufacturing enterprise 
to this Florida port and transportation hub where 


living is grand, working conditions excellent, labor 
plentiful? For detailed information write Division 5. 
Committee of One Hundred, Chamber of Commerce, 
Jacksonville 2, Florida. 
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PROFITS ARE BIGGER IN 


fast Food 


Sound selling to the restaurant trade 
means following the trend of Amer- 
icaneating ...to fast food. Here’s why: 
In fast-service eating places, twice- 
as-many-customers-per-seat means 
more meals . . . more profits. Twice 
the turnover per seat means more 
restaurants and hotels turning to 
counter service . . . more fast food 
eating places going up everywhere. 
This means quantities of new equip- 
ment needed . .. by new places... and 
by operators constantly on the alert 
for new methods of building traffic, 
speeding turnover, upping profits. 


HOW TO SELL 40,000 FAST FOOD RESTAURANTS 


This is the growing part of the res- 
taurant business (the profit slice)! It’s 
big business with big new problems 
that need help. Help in planning lay- 
outs, menus and merchandising . . . 
help in business management for 
greater profits. 


Today, 40,000 fast food eating 
places get just that guidance from 
FOUNTAIN & FAST FOOD. The 
magazine that for fifty years helped 
the soda fountain to grow is now 
helping its lusty offshoot—the count- 
er restaurant—to grow much bigger. 


MORE ADVERTISING ... FOR BIGGER BUSINESS 


Well worth watching today is the ad- 
vertising growth of FOUNTAIN & 
FAST FOOD... matching the growth 
of the market and the magazine. It’s 
the place where more advertisers are 
reaching out for more sales. 


Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N. Y. Reprints may be ordered by number. 


NEW REPRINTS 


262—Department Store Membership in 
18 New York Buying Groups. (Price 35c) 


261—Cost of Operating Salesmen’s Cars 
Jumps 6 to 15% over 1950, by R. E. 
Runzheimer. (Price 10c) 


260—Profit-Sharing Pool Puts Incentive 
Into Industrial Pay Plan, by A. E. Tur- 
ner. (Price 10c) 


259—When You're the Small Fry in the 
Distributor’s Line, by L. H. Brendel. 
(Price 5c) 


258—9 Ways to Irritate a Prospect... 
. and Lose the Sale. (Price 10c) 


257—3 Major Benefits You Obtain 
From Systematic Sales Appraisals, by 
H. J. Schwartz. (Price 10c) 


256—12 Questions about the Forgotten 
Man in Sales: The Supervisor, by L. J. 
Warren. (Price 10c) 


255—What a Salesman Looks For in 
His Sales Manager, by Charles M. 
French. (Price 5c) 


254—How to Live in a Sales Executive's 
Job—And Like It, by John G. Neukom. 
(Price 10c) 


253—Salesmen’s Time Study Shows 
How to Cut Sales Costs. (Price 25c) 


252—Five Cockeyed Ideas Salesmen En- 
tertain about Advertising, by Otto Klepp- 
ner. (Price 10c) 


251—17 Tested Ways to Improve Man- 
power Leadership, by Burton Bigelow. 
(Price 75c) 


250—Turnover on the Sales Force: 
What Causes It, What to Do about It, 
by Robert N. McMurry. (Price 50c) 


249—Ten Articles on Salesmen’s Com- 
pensation Problems. (Price $1.00) 


248—Displays That Click with Furni- 
ture-Household-Radio Dealers, an exclu- 
sive SM study by Gould, Gleiss & Benn, 
Inc. (Price 5c) 


247—Displays Most Wanted by Urban 
Drug Stores, an exclusive SM study by 
Gould, Gleiss & Benn, Inc. (Price 10c) 


246—What Makes Display Pieces Click 
With Independent Food Merchants, an 
exclusive SM study by Gould, Gleiss & 
Benn, Inc. (Price 10c) 


245—-Dealers Reveal Display Prefer- 
ences in Tape-Recorded Depth _ Inter- 
views, an exclusive SM study by Gould, 
Gleiss & Benn, Inc. (Price 25c) 


244—How to Determine Potentials and 
Set Quotas for Distributors, by Louis H. 
Brendel. (Price 10c) 


243—10 Ways Distributors Rate Your 
Pricing Policies, by Louis H. Brendel. 
(Price 5c) 


242—What Distributors Expect from 
Your Promotion, by Louis H. Brendel, 
(Price 10c) 


241—10 Price Objections—How to Meet 
Them, by Harry Simmons. (Price 5c) 


240—A Blueprint of the Modern Sales 
Manager’s Job, by Burton Bigelow. 
(Price $1.00) 


239—The Politics—and the How—of 
Industrial Publicity, by William K. Har- 
riman. (Price 10c) 


238—Where to Find and How to 
Choose Your Industrial Distributors, by 
Louis H. Brendel. (Price 10c) 


237—Is It Management’s Fault That 
So Many Salesmen Fail? by Robert N. 
McMurry. (Price 25c) 


236—14 Practical Ways to Help Your 
Distributors—Now, by Louis H. Brendel. 
(Price 10c) 


235—Salary & Bonus Plans Popular in 
Drug Field. (Price 5c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available, until present limited stocks 
are exhausted. (Price indicated.) 


Industrial Section — Survey of Buying 
Power — May 10, 1952. SM Data on 
Industrial Potentials in 19 Industries. 
(Price $2.00) 


Canadian Edition — Survey of Buying 
Power—1952. (Price $1.00) 


How Other Subscribers Use the Survey. 
(Reprinted from May 10, 1952 Survey of 
Buying Power). (Price 25c) 


275—Top-Paid Sales Executives. (Price 
25c) 


The Story Behind Dow’s 3-Step Promo- 
tion for “Hidden” Products. (Price 10« 


Why Training Falls Flat with Retail 
Salespeople, by John C. Bancroft. (Price 
5c) 


How Industrial Packages Solve Di:- 
tributor Problems, by Louis H. Brende' 
(Price 10c) 


10 Sound Rules for Using a Black 
board When You Speak, by James ! 
Bender, Ph.D. (Price 5c) 


SALES MANAGEMEN? 


Pre 


| Th - if THE B/C-C/7¥ VOVF... 
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j OR ANY PARTY VOTE... 
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will elect the Next President 


+ 


Junior is putting 
on his Gl uni- 
form for the vet- 
erans’ parade 
to remind 
everyone to 
register so they 
canvote Nov. 4. 


Sis is boning up to 
write her entry in 
the Citizenship 
4 Essay Contest the 
businessmen's asso- 


ciation is sponsor- 
ing at school. 


a 7 


Dad's easy chair is empty 
—he's at the meeting of 
the citizens’ get-out-the- 


ie aie I 


Mother's helping her club make a tele- 
phone campaign telling everyone 
when and where to register. 


Grandma's sending 
registration reminders 
to all the church mem- 
& bers. Even little Sis is 
helping —rubber- 


stamping messages on 
the cards. 


WOT THE FARIA VOTE... 


Politicians talk a lot about this and that “bloc” of voters are working as never before to make sure every American 
H being decisive factors in this election. So do all the poll- votes. Right now in millions of American families, every- 
Sters. You can’t blame them for trying to dope it out that one from Little Sis to Grandma is pitching in to remind 
way in advance... but... every eligible American to register to make sure of the 
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\U know you’re going to vote your own sweet way 
en you get behind that voting booth curtain—that 
ere you live or work hasn’t got a blankety-bloc thing 
to do with how you'll vote. You'll vote for what you be- 
ve to be in the best interests of your family—your kids If your family is already working at 

nd your kids’ kids. 
> YOU know that this year—as always—it will be the aren't, talk it over at supper tonight, “4. 
AMILY vote that really decides things. And families and pitch in tomorrow. 


PTEMBER 


opportunity to vote. And then they’ll tackle the job of 
getting out the vote of every member of America’s 
44,000,000 families. They’re the biggest “bloc” in Amer- 
ica—they ARE America! 
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the job—congratulations! If you 


the network radio— 


When Advertisers Collide 
In the TV Living Room... 


gets more listenership than it 
did. It's on a slow mend after a 
severe illness 


the daily newspaper— 


is read even more, and likely to 
remain solidly entrenched 


the magazine— 


generally takes a beating among 
"new set’ owners 


television— 


takes a 5-hour bite out of the 
evening of ‘mature’ set owners, 
who watch TV more now than 
they did when the set was new. 


Is television really galloping away 
with so much of the consumer’s time 
that radio, newspaper and magazine 
advertisers are beginning to get fidg- 
ety? Now that 37.9% of the nation’s 
families own 17 million TV sets, 
what kind of a competitive swath 
does video cut? 

Agencies and research groups have 
been trying to diagnose the influence 
of TV on the family ever since the 
first set was bought. So far, surveys 
have been piecemeal at best, and most 
studies come up with about the same 
conclusion: Any kind of viewer, non- 
viewer profile is tough to draw, even 
more difficult to interpret in terms of 
the advertiser’s needs. 

One undertaking to find out how 
and to what extent TV manipulates 
activities and living habits of families 
is a field study which has been car- 
ried on for 5 years by Cunningham & 
Walsh, Inc., Manhattan advertising 
agency (Chesterfield, Texaco, Squibb, 
Super Suds, others). Called “Video- 
town” survey, it is one of the indus- 
try’s most authoritative studies—and 
its results may surprise advertisers 
who heretofore assumed that TV has 
all but washed out other media. 

“Videotown” happens to be New 
Brunswick, N. J., a city of 40,000, 
far enough away from New York 
City (34 miles from mid-Manhattan) 
to be a “normal” marketing and 
manufacturing area. Although Cun- 
ningham & Walsh warns that it is 
scientifically unsound to project sur- 
vey results, without qualification, 
from Videotown to other communi- 
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ties, the agency feels its survey find- 
ings “indicate what will probably 
happen in the rest of the country” 
where TV owners will have multiple- 
station choice. 


What the survey is: “A census of 
television and its effects on familv 
life in a typical American town.” 
Specifically, it is a “‘time-spent’’ rec- 
ord of TV-owner families showing 
to what extent viewing time steals 
from (1) radio listening; (2) news- 
paper and magazine reading; (3) 
movie attendance: (4) entertaining 
and visiting. It divides TV families 
into two groups: new-set families (1 
vear or less); “mature TV _ families 
that have owned sets for more than 1 
vear, and who were interviewed in 
1951. Currently, new-set families in 
Videotown number 1.500, and “ma- 
ture” families total 5,500—a total of 
7.000 TV families out of a potential 
of 11,000. 

The survey, in addition to a ran- 
dom sampling of the city’s total TV 
population, compares each vear’s ac- 
tivities of a panel of families from 
the time they had no TV, through 
the first vear and second year after 
buying the set. 


How the survey is made: Five vears 
ago the agencv’s v-p in charge of re- 
search, Gerald W. Tasker, and his 
pollsters, tramped the streets of Video- 
town, found out how many sets there 
were. Same thing was done the fol- 
lowing vear. Then, in 1950, Tasker 
asked TV families to fill in a “‘time- 


spent” diary. At the same time he set 
up a panel of non-owner families, 
asked them what their activities were 
on the previous evening. 

A year later (1951) these panel 
families were again interviewed and 
a comparison of their time habits was 
made, half-hour by half-hour. Among 
families who had not purchased sets 
during the year, social and media hab- 
its remained about the same, while 
among those who had purchased sets 
during the year the study revealed 
that: (1) 88% fewer people said 
they listened to the radio dusing a 
weekday evening; (2) movie attend- 
ance dropped 77% on the average 
weekday evening; (3) magazine read- 
ing, off 53%; (4) newspaper read- 
ing, plus 9%; (5) entertaining, oft 
87%; (6) visiting, off 749. These 
percentages apply to the families who 
bought a set between April 1950 and 
April 1951—that is 2,400 families or 
22% of all tamilies in Videotown. 

This year the same panel families 
—who had bought TV sets during 
1950 and early 1951 — were inter- 
viewed a third time. Any change? 


Radio: Tasker found in the panel 
that the evening-hour radio listener- 
ship had gained, after the 88% drop; 
it had climbed back 15% in numbers 
of people listening in those homes 
where the set had been purchased be- 
tween 1950 and 1951. 

Among those in Videotown who 
have had TV for longer than a ye: 
(up to 6 years) he found a 50% in- 
crease in the number of people listen- 


SALES MANAGEMENT 


az PRO 


This trade mark appears throughout the 


Survey of Buying Power ... often as many as five times to a page ... to stamp 


unmatched in audience, years 


SEPTEMBER 


the various columns as exclusive SALES MANAGEMENT data. 
Wherever market figures are published, the source 
in most cases will read: ‘Sales Management,” or “Survey of 


Buying Power,” or just SM or SBP. You see this identification on 


individual media promotion pleces . . . on 
media association studies . . . U.S. Government and 
state government releases . . . chamber of commerce bulletins . . 


in hundreds of news stories from one end of the country to the other. 
You see it practically everywhere. In the annual of another 
publication, for example, 83 advertisers used SBP figures and/or 
quoted SM as the source. In another annual, the number 

was 87. Wherever you see it . . . and that’s 

practically everywhere . . . it’s the autograph of a professional 


. . . hall-mark of authority . . . signal for confidence. 


The Survey is all by itself... 


of service, ACCEPTANCE. 
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ing to radio at some time during the 


weekday evening. Daytime — radio 
hasn’t been affected to any extent, 


Tasker, probably because a 
housewife can’t hang curtains and 
watch TV coincidentally. In Video- 
town as a whole, in TV homes, tele- 
viewing is only one-third as high as 
radio listening in the morning; by 4 
p.m., when children come home from 
school, TV noses out radio. 


Says 


Newspapers: Newspapers and tele- 
vision get along nicely together, ac- 
cording to the survey. In families hav- 


ing IV for one or several years, 
newspapers more than doubled the 


number of readers in the evening in 
1952 over 1951. Among those who 
bought during the last year there was 
a 10% increase over pre- TV. Reason: 
TV stimulates interest in news, so 
that I'V_ newscast creates appetite 
for the full-story treatment in the 
newspapers. Also, newspaper reading 
is up 40° in non-TV homes in the 
area studied. 


Magazines: From the original 1950 
non-owner panel, magazine reading 
in the evening dropped 26° (in 
number of readers) from last yeat 
among those who bought their first 
set during the past 12 months. Tasker 
takes. magazines as a group, doesn’t 
break them down into classes (gen- 
eral monthlies, women’s, outdoor & 
sports, etc.). 


Television itself: Probably the most 
astonishing revelation the survey 
breaks into the open is that the older 
the set and the more “mature” the 
TV family —the longer the set is 
watched. This upsets the popular 
conception that the longer a family 
has a TV set the less time they spend 
watching it. Reveals the study: 

Interest [is] mounting rather 
than decreasing as the sets get older. 

Average hours of viewing per 
person is greater; older sets are used 
more than a half-hour longer each 
evening than are new sets, and own- 
ers of older sets spend more time in 
front of their sets than do new 
owners.” 

But families watch TV in smaller 
groups as the set ages. 

Why is it that the older the set, 
the longer it is watched? Tasker ad- 
vances several theories. When an in- 
dividual first learns to smoke, he is 
conscious of the number of cigarettes 
he smokes during the day; when he 
becomes a “mature” smoker, he can 
go through more than a pack a day 
without noticing that he smoked ex- 
actly 28 cigarettes. The same is true 
of TV. New-set owners haven't 
tormed the TV habit, and can faith- 
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fully recall each program seen; after 
a year or so, the TV habit has be- 
come well patterned and “people 
don’t realize how much time they 
spend in front of the set.” Inter- 
viewees were asked to account for 
each half-hour of their time, and this 
time was compared with the time log 
of an earlier year. Result: more time 
with the set than ever before. 

Too, late-evening newscasts keep 
viewers pinned to the set until late, 
and better programming and technical 
improvements seem to account for in- 
creased viewing time. There’s another 
educated guess: The first family to 
buy a set probably had—and has— 
more interest in I'V than the family 
who waited until last year. 

Tasker’s study concludes that 
“there is little indication that TV 
set owners are inclined to resume 
activities that have been curtailed 
since television became available.” 

By “little indication TV owners 
are inclined to resume” these activi- 
ties, he means that these activities 
(except newspapers) won’t resume to 
the extent they were established be- 
fore television came into being. In 
other words, for radio listenership, a 
50% gain among “mature owners” 
over last year doesn’t mean listening 
is up to the level it was before TV. 

One clear-cut conclusion: TV now 
accounts (at least in Videotown) for 
almost one-third of an average per- 
son’s evening leisure in TV families. 
Older sets are in use for an average 
of 5 hours, according to Cunningham 
& Walsh findings. 


Program Sponsors Get 
Sales-Results Yardstick 


For a long time advertisers have 
been looking for something more than 
“ratings’ when considering media 
studies. If these studies expressed 
themselves in terms of sales instead 
of some other measure, advertisers 
would have a results yardstick. 

NBC has tried to pin down sales 
results for sponsors in two cities, 
Davenport, la., and Fort Wayne, 
Ind. The network asked 11,000 resi- 
dents of these metropolitan areas a 
total of 1,234,000 questions to find 
out how well NBC sells program 
sponsors’ products. W. R. Simmons 
and Associates, through personal in- 
terviews, checked the products bought 
by listeners to certain NBC shows, 
then asked the non-listeners, found 
out whether the products advertised 
on these shows were actually being 
bought by more listeners. 


NBC’s “News of the World,” a 


five-a-week evening news program 
sponsored by Alka-Seltzer, is a case 
in point. According to the survey, 
those who listen to this program buy 


20% more Alka-Seltzer than non- 
listeners. Do those daytime serials 
sell? “Stella Dallas” listeners buy 


64% more of the sponsor’s product, 
Dr. Lyons tooth paste, than women 
who don’t listen. And listeners to 
“The Halls of Ivy,” sponsored by 
Joseph Schlitz Brewing Co. buy 
44% more cans and bottles of Schlitz 
than non-listeners. NBC’s study un- 
covered other case histories showing 
gains in sales among listeners over 
non-listeners ranging from 11% to 
111%. 

For every group of listeners to a 
program, an equivalent group of non- 
listeners was studied, each group 
matched for age, sex, income, edu- 
cation, size of family, and other char- 
acteristics. 

Davenport is a TV market (45% 
TV saturation), while Fort Wayne 
is not. ‘These cities were selected, 
therefore, to compare radio’s selling 
ability with and without TV, in addi- 
tion to the listener, non-listener buy- 
ing ratio. What makes NBC happy is 
the fact that results indicate network 
shows sell just as great a volume of 
products in TV homes as in*non-TV 
homes. 


Free-Ride Tie-in 
Staged by Canada Dry 


If a company chooses to repeat an 
earlier promotion rather than stage 
something new, the first one must 
have been pretty good. 

Canada Dry, after Labor 
will again try an “Open House’’ re- 
lated items campaign which the com- 
pany ran last September and October. 
In that drive, the central display 
piece was a cardboard house open at 
the top, in which Canada Dry bever- 
ages plus related food items such as 
crackers, cheese and meat specialties 
were displayed in retail stores. 

Several companies making such 
products elected to tie in with Can- 
ada Dry in that promotion, using 
their own sales forces to help ge: the 
displays up, and including C-D bev- 
erages in store displays of their own 
products. Cooperating companies 
attested that they obtained rect 
sales results from the C-D promotion 
—and C-D’s sales figures showed 4 
healthy increase in each market : 
time when beverage sales norrally 
slacken off after the summer rus). | 

In restaging the promotion this 
year, there’s a new twist: A com- 
sumer buys a dollar’s worth 0o 
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The leadership ability of the 
executive must endure over a 
period of years—during prosper- 
ity and depression, relative sta- 
bility and rapid change. Hence 
leadership which is based on such 
intangible attributes as ‘personal 
magnetism," unless supported by 
sound principles consistently fol- 
lowed, is unlikely to maintain itself 
over the required years. 


—M. Joseph Dooher and 
Vivienne Marquis 

The Development of Executive 
Talent, American Management 
Association 


“Open House Treats’ plus two 
large bottles of Canada Dry Water 
or Ginger Ale. She then signs a cou- 
pon affirming the dollar purchase and 
mails it with two bottle caps to C-D, 
then gets back 25 cents by return 
mail. 

Another variation is the fact that 
certain brand name items have been 
chosen for illustration in the store 
display material. Manufacturers of 
these products were approached for 
approval to show their packages in 
Canada Dry advertisements, on a no- 
strings-attached basis. Cooperation 


Inc., and Sunshine Biscuit, Inc. 


Canada Dry and cooperating com- 
panies have exchanged lists of sales 
offices across the country, so that local 
managers know whom to contact. At 
the request of the other companies, 
C-D has provided each with several 
hundred copies of its sales brochure 
on the promotion, which will be car- 
ried and used by the sales forces of 


the other companies. 


The promotion will be presented at 
sales meetings held early in Septem- 
ber at each C-D office, and these 
meetings will, in many cases, be at- 
tended by salesmen of participating 


companies. 


Thereafter the aim of each sales 
group in the field will be to put up 


as many store displays as possible. 


C-D will tell its 


other magazines. A 


papers and TV. 


wasn’t anticipated in return for the 
free display and sales help free-ride 
companies would be getting. All ap- 
proved, and 6 of the companies pro- 
posed cooperation at the local level. 

The 6 to tie in this year are: The 
Borden Co., The Best Foods Inc., 
National Biscuit Co., Planters Nut 
& Chocolate Co., Charles Gulden, 


“Open House” 
story in Life, This Week Magazine, 
Parade, Ebony, Woman’s Day, and 
schedule has 
already been set up for daily news- 
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DEPOSIT SLIP 
DEPOSIT SLIP 


WORCESTER 
Bank Deposits 


in 1952 
Sear 13% 


plbove 1951 


Steadily growing business activ- 
ity, and expanding industry have 
helped Worcester’s bank deposits 
to climb annually —this year to 
$502,142,412, a whopping 13% 
more than 1951. 

Put your product in front of these 
Worcester families —who account 
for $290,902,000 of retail sales* 
alone with a buying income 24%* 
above the national average — by 
systematic advertising in the Tele- 
gram-Gazette. Every message, every 
day, reaches 153,234 families, 
104,542 every Sunday. 


*Sales Management 1952 Survey of Buying 
Power; further reproduction not licensed. 
WORCESTER’S WONDROUS TWINS: 


1. High Buying Power 
2. Intensive Newspaper Coverage 


WORCESTER 


ELEGRAM 
\3 


| 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


George F. Booth, Publisher 


OWNERS OF RADIO STATION 
WTAG AND WTAG-FM 
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Retail Sales Forecast for September, 1952 


Retail sales in September probably 
will total about $13 billion, represent- 
ing a gain of 5% over last September. 
With the help of an extra shopping 
day this September, this will make 
the sixth consecutive month in which 
a percentage gain has been registered 
over last year. The unit volume, how- 
ever, remains stabilized at a level 
which is still far short of the peak 
levels achieved in 1950 and early 
1951. A recent BLS survey of con- 
sumer expenditures in 1950 asserts 
that in that year the average expendi- 
ture of city families exceeded income 
by about $400. This being so, it is 
clear that the current level of retail 
sales should not be regarded as a dis- 
appointing from the 1950 
peak, but is rather more in line with 
current income. 

The largest gains in retailing over 
last year occur in such soft goods as 


decline 


food and drug sales, eating and drink- 


ing places, and gasoline. However, 
certain hard goods such as automo- 
biles and furniture are expected to do 
well in the fall months too. Furni- 
ture and appliances did strikingly well 
in June, but it 1s too early to tell 
how secure these gains are. 

Among those states reporting bet- 
ter-than-average performances for this 
September, (as opposed to September 
of 1951) are: Arizona, Connecticut, 
Florida, Georgia, Kansas, New York, 
Oklahoma, South Carolina, Texas, 
Virginia, and Wyoming. 

Leading cities, those with a city- 
national index well above average, 
are: Paducah, Ky., 140.5; Lansing, 
Mich., 119.1; Wichita, Kan., 117.7; 
Casper, Wyo., 116.3; Elmira, N. Y., 
116.0; Newport News, Va., 114.6; 
Tucson, Ariz., 114.0; Columbia, S. 
C., 112.2; Wichita Falls, Tex., 
111.6; Hartford, Conn., 111.3; Au- 
gusta, Ga., 111.0; Corpus Christi, 


Tex., 110.8; Amarillo, Tex., 111.0; 


Norfolk, Va., 109.6; Riverside, Cal., 
109.1; Bartlesville, Okla., 109.0; 
Fort Worth, Tex., 108.9; Shreveport, 
La., 108.9; Bridgeport, Conn., 108.8; 
Hempstead Township, N. Y., 108.5; 
Tulsa, Okla., 108.2; Bethlehem, Pa., 
108.0; Lubbock, Tex., 108.0; Ports- 
mouth, Va., 108.8. 


Sales Management’s Research Depart. 
ment, with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 200 of 
the leading market centers of the coun- 
try. Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given 
the first being “City Index—1952 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in a mar- 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. . . . In Canada the year of com- 
parison is 1941, the most recent year of 
official sales census results. 

The second figure, “City Index, 1952 
over 1951,” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and 
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Retail sales in September will total $13.0 billion, but when ad- 
justed for seasonal influences and price change this volume of sales 
in terms of 1935-39 dollars amounts to $6.6 billion. While the unit 
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volume of sales is still below the peak levels of last year, this marks 
the sixth month in a row in which unit volume of sales shows a" 
increase in sales over the corresponding month of last year. 
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1.0: how business 1s today as compared with 
a] last year. 
gs The third column, “City-National In- 
9.0; dex, 1952 over 1951” relates the city’s 
ort, change to the total probable national 
Q 9, change for the same period. A city may 
igs. have this month a sizable gain over the 
8.5; same month last year, but the rate of 
Pa. gain may be less—or more than that of 
the Nation. All figures in this column 
rtS- above 100 indicate cities where the 
change is more favorable than that for 
the U.S.A. The City-National Index is 
derived by dividing the index figure of | 
wn the city by that of the Nation. 
stics, 
the The Dollar Figure, “$ Millions,” gives | 
0 of the total amount of retail sales for the | 
‘oun- projected month. Like all estimates of | 
1 the what is likely to happen in the future, | 
3 tax both the dollar figure and the resultant | 
sur- index figures can, at best, be only good | 
deral approximations, since they are necessarily | 
store projections of existing trends. Allowance | 
is made in the dollar estimates for the | 
ented expected seasonal trend, and _ cyclical 
igure movement. 
y the The index and dollar figures, studied 
3 are together, will provide valuable informa- 
nnual tion on both rate of growth and actual 
ed in size of a city market. 
These exclusive estimates are fully pro- Sell Now Ins 
= tected by copyright. They must not be eee ure 
-— reproduced in printed form, in whole or 


in part, without written permission from 


og f Sates MANAGEMENT, INc. the Future of Your Brand 


mar- Suggested Uses for This Data include 


ire of (a) special advertising and promotion 
retail drives in spot cities, (b) a guide for your "7 : ° 
show branch and district managers, (c) revis- The future leaders of the country are going back to 
1939 ing sales quotas, (d) checking actual per- ‘ ; % ‘ 
uals UE inenennee easlent getmetiale, te) Seals of school with dragging feet. But reluctance will fade 
ar of letters for stimulating salesmen and fore- <r a z sty a eee : 
ine bi: a. oh allen quickly as educational, sports and social activities reach 
Be: where drives should be localized. full swing. 
short- A Pre-Release Service Is Available. Big ; 
an the [J SM will mail, 10 days in advance of pub- In Localnews cities the smallest of these happenings... 
well- @ lication, a mimeographed list giving esti- ° ° 
y AE tues al onal ealee te Seller and tees even a surprise party for a classmate... is a news story. 
r and form for the 200-odd cities. The price is P : ; . 
$1.00 per year. | That’s why the Localnews Daily gives advertisers advan- 
* iS Wihdes sunbed with a semecee Ber. | tages other media can’t offer. It captures and holds the 
] 6 ferred-Cities-of-the-Month, with a. level | ; ree ; . 1 >C ‘ > 
J), [Bf Crates compared with the same month | interests of the young because it alone can... and does... 
| in 1951 which equals or exceeds the na- | report the events that make the local juvenile world go 
— | round. 
hi RETAIL SALES | 
(S.M. F t for September, 1952) ie ™ ae : 
| 2 — With the deepest possible penetration ... day after day 
|, ' ...1nto the lives of America’s future homemakers, it can 
\ City City Nat'l nto the lives of America’s future h k t can’t 
Index Index Index $ ‘ ) 
# 195219521952 (Willen be beat for selling your brand now to tomorrow’s market. 
is vs. Vs. vs. ept. 7 
lo 3] 1939 1951 1951 1952 
| @ 
|8 | UNITED STATES “LOCALNEWS DAILIES—basic advertising medium” 
1’ 3 357.9 105.0 100.0 13,031.00 
lo 5 


Alabama 


e 
ip *Birmingham ... 394.5 105.9 100.9 33.85 Th J j Ss Mathew 
Gadsden. 448.6 102.0 97.1 4.80 e UU iu Ss 


Mobile ......, 446.2 104.3 99.3 11.78 
|; Montgomery ... 352.1 103.6 98.7 9.33 5 7 j 
cm pecial Agency, Inc. 
| Arizona 


7 w Phoenix ...... 553.9 109.8 104.6 22.71 NEWSPAPER REPRESENTATIVES 
Deere 592.1 119.7 114.0 11.96 


; | NEW YORK e DETROIT e CHICAGO e BOSTON 
is maki Arkansas 


lh PHILADELPHIA e PITTSBURGH e SYRACUSE 
Fort Smith ... 402.2 104.0 99.0 5.43 


Little Rock ... 389.5 103.3 98.4 13.67 
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RETAIL SALES 
(S.M. Forecast for September, 1952) 


the average | | ere. 

’ ° Index Ind Ind § 
Greenwich : 1952 1952 1952 (Millen) 
f amily has see 1982 1951 ca 


¢ ot - : wir 
MORE | Sat District of Columbia ; 
TO | % Washington .... 359.0 108.3 103.1 123.90 *G 
SPEND; ) (jj | " 


Florida 


than has the average 


; P : Jacksonville ... 381.4 104.1 99.1 24.18 
U. S. family. Greenwich, we Miami ........ 418.7 107.1 1020 37.01 
’ . ° % w.Orlando ...... 379.1 109.0 103.8 §.53 
Conn., a premium mar : we Pensacola ..... 389.0 112.8 107.4 5.64 lo 
ket, can be reached at — we St. Petersburg . 406.5 107.5 102.4 11,34 c 
little cost throw:h & Tampa ....... 383.5 105.3 100.3 15.15 D 
. , ‘ D 
Greeawich Time, often 
called “the best subur- RETAIL SALES M 
han daily newspaper in (S.M. Forecast for September, 1952) SG 
< City eorgi 
4merica” ... and the City City Nat'l re = ae 
4 a eee ° le s ’ 
only newspaper. which Index Index Index $ 
y a E - I 1952 1952 1952 (Million) * Augusta eeccce 451.6 116.6 111.0 9.71 K 
effectively covers the st. = % Columbus ..... 482.3 109.8 104.6 9,79 a 
es o 1939 1951 1951 1952 %& Macon ....... 367.1 106.3 101.2 7.93 *H 
mh = ae r ae we Savannah ..... 336.5 105.6 1006 9% B yx 
Wie 5 c T 
sentatives. *W 
California on 
Hawaii 
———_—_—_—— Bakersfield .... 369.2 96.8 92.2 11.04 
Berkeley ..... 312.9 102.8 97.9 9.20 - Honolulu ..... 360.8 111.3 106.0 24.75 
ONE OF NEW ENGLAND’S BEST %& Fresno ....... 494.1 106.3 101.2 22.58 
Long Beach ... 379.0 102.7 97.8 27.86 ; 
. P Los Angeles ... 319.1 1048 99.8 214.00 P 

Take Automobiles for instance we Oakland ...... 329.6 109.1 1039 51.09 I 

Pasadena ..... 346.7 99.8 95.0 16.40 Idaho » «fn 

_— we Riverside ..... 460.4 114.6 109.1 6.86 hea 

It takes a lot of sales and servicing Sacramento ... 336.6 104.4 99.4 22.82 en 318.5 98.2 93.5 6.02 if 
e 3 ele . 0 

to keep Middletown’s families on | * San Bernardino. 438.5 110.0 1048 = 10.13 | 

ee : %& San Diego .... 487.7 110.6 105.3 39.94 yea 

wheels . . . $793 automotive sales per % San Francisco . 318.1 107.9 102.8 104.53 Sa 

family to be exact. A big $148 above | * Sam dose ...-. 58S WE) WS 86S 

; K Santa Barbara . 321.5 101.3 96.5 6.43 Ilinoi » nec 

the state average, ond Connecticut de Stockton ..... 378.3 108.0 102.9 12.03 nots Th 

ranks FIRST in per family automo- w& Ventura ...... 394.7 105.0 100.0 3.71 uae ooo MAL WAS = 995 483 eo 

‘ - a ? ampaign- s $2¢ 
tive sales in New England. Urbana ..... 370.9 106.1 101.0 7.90 i 

- , — Chicago ...... 289.2 103.5 98.6 375.27 p 
To effectively reach this $6,189,000 % Danville ...... 310.6 106.6 101.5 5.00 Fe ily 

automotive market you need the | @E6I9rade ag tory on oe hag po pe rad 

. as . Louis... A i ; \ 

M4 . » am . = . A 
Middletown Press. The only news- de Colorado Springs 378.9 105.4 100.4 we  Moline-Rock Is- Th 
paper whose circulation reaches the we Denver ....... 326.6 106.1 101.0 49.80 a” Moline a ote — 

e one yg ee ee ° le . you 
city and county families who make up COE <aonens —_—o = de Reckford ..... 344.9 106.2 101.1 Bid 

A : see 10 
the greater Middletown market. No Springfield .... 307.1 104.1 99.1 ket 
‘ea . 7 ce 
combination of incoming papers even ; 
0 < 
approaches this coverage. . 7 
PI e Connecticut | ° Me 
You Always Get MORE xe Bridgeport .... 331.1 1142 1088 20.86 | for full oth 
In MIDDLETOWN %& Hartford ...... 320.1 116.9 111.3 29.77 | pnd 
| x Middletown... 292.2 106.2 1014 2.98 population, sales T | 
| WwNew Haven ... 270.2 105.2 100.2 20.21 and i 
| se Stamford ..... 371.7 112.2 106.9 8.66 | 
af ie 1109 SEO. Mea aM | lk Waterbury .... 290.3 107.8 102.7 10.83 
| see the M 
ae 
‘sé | 
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Buying Power . 
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RETAIL SALES 
(S.M. Forecast for September, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. Sept. 
1939 1951 1951 1952 
Indiana 
Evansville ..... 332.6 100.8 96.0 12.87 
Fort Wayne . 334.9 104.1 99.1 16.11 
MGT n0scsmne 369.0 105.5 100.5 13.69 
Indianapolis . 320.1 1044 99.4 54.01 
MunGi@ ...ccce 286.1 104.6 99.6 6.01 
% South Bend . 401.0 106.1 101.0 17.49 
Terre Haute ... 290.0 100.0 95.2 §.38 
lowa 
Cedar Rapids ..301.4 100.8 96.0 8.56 
Davenport ..... 275.2 102.1 97.2 8.09 
Des Moines . 301.8 104.4 99.4 21.28 
Sioux City .... 273.9 96.6 92.0 9.23 
Waterlvo ...... 294.2 101.5 96.7 7.15 
Kansas 
% Hutchinson . 325.2 111.8 106.5 4.52 
% Kansas City ... 354.4 106.2 101.1 10.67 
ee 321.0 104.3 99.3 8.70 
“x Wichita ...... 503.5 123.6 117.7 22.96 


No “Slumps” In The 
Biddeford-Saco Market 


In Biddeford-Saco, the industrial 
heart of York County,* the security 
of steady jobs and high wages the 
year ‘round allow the Biddeford- 


Saco family to spend freely for 
necessities and luxuries at all times. 
This free spending makes up a 
$29,112,000 retail sales market and 
tops the State average in per fam- 
ily retail, food, furniture-household- 
tadio, and automotive sales. 


The Biddeford Journal will carry 
your sales message into 94% of the 
Bid’ -ford-Saco homes. It’s the mar- 
ket’s only daily and your best way 
to s-cure attention. 

*Mc Value Added by Manufacture" than any 
othe Maine county. 1952 Survey of Buying Power. 
TRE BIDDEFORD 


JOURNAL 


Represented by 
lius Mathews Special Agency, Inc. 


= 


RETAIL SALES 
(S.M. Forecast for September, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. vs. Sept. 
1939 1951 1951 1952 
Kentucky 
Lexington ..... 298.6 104.9 99.9 8.48 
% Louisville ..... 358.9 107.6 102.5 40.27 
% Paducah ...... 493.6 147.5 140.5 6.17 
Louisiana 
Baton Rouge ... 476.0 104.7 99.7 11.93 
x New Orleans .. 374.3 107.1 102.0 50.38 
% Shreveport . 410.9 114.3 108.9 16.56 
Maine 
ee 260.9 108.2 103.0 4.54 
Lewiston-Auburn 234.4 96.7 92.1 5.11 
Portland ..<6... 225.7 104.4 99.4 8.87 
Maryland 
% Baltimore ..... 304.3 105.8 100.8 99.09 
Cumberland . 253.0 104.8 99.8 4.63 
Massechusetts 
er 226.7 99.2 94.5 95.22 
Fall River 242.9 95.6 91.0 8.43 
Holyoke ...... 283.5 100.7 95.9 5.33 
Lawrence ..... 256.0 100.6 95.8 7.86 
ME ccsesus 313.2 102.3 97.4 8.30 
EM awsnuaes 256.9 96.6 92.0 9.12 
New Bedford 247.7 95.6 91.0 8.67 
% Pittsfield ..... 282.7 108.4 103.2 5.88 
ene 308.3 99.2 94.5 5.21 
* Springfield 245.4 106.2 101.1 17.62 
x Worcester ..... 290.4 111.8 106.5 23.09 


PADUCAH’S 
Ridin’ 
High! 


Nation's No. 1 High Spot City. 


$500 million atomic energy plant 
going up—plus world's largest 
electric power pool. 


Nation's greatest gain in bank 
clearings during 1951. 


Good time to advertise in— 


The Paducah Sun Democrat 

26,695 . Paducah, Ky. 29,622 

ABC August 1 
Burke, Kuipers & Mahoney 


Here’s Another Reason Why 


. . . the Pittsfield metropolitan 
county area is person for person— 
family for family the most re- 
sponsive mass market in the State. 


Monument Mills of Housatonic 
added 600 more wage-earners io 
their payroll during the last six 
months. 


It’s just another reason why Pitts- 
field is the no. 1 metropolitan area 
in the State—why per capita sales 
of $1,142 are 17% above the U.S. 
average—why family retail, food 
and automotive sales lead all met- 
ropolitan markets in the State. 


Served by one newspaper 
offering 100% coverage 
of the city zone and 78% 
coverage of the entire 
area, 


THE BERKSHIRE 


EAGLE 


PITTSFIELD, MASS. 


Represented by 
The Juiius Mathews Special Agency, Inc. 


A Great Combination 


In the Salem city zone you get quan- 


tity and quality plus free spending. 
41,900 families with $234,255,000 
income spent $157,941,000 for retail 
purchases in 1951—that’s more than 
one-quarter of all retail sales in rich 
Essex County. 

These 41,900 families have more 
total 


power, than any other market in 


income — more buying 


this important county. 

This single concentrated market is 
covered by only one newspaper. You 
can’t begin to do a worthwhile selling 


job here without the Evening News. 


THE SALEM 
EVENING NEWS 


SALEM, MASS. 
Represented by 


| The Julius Mathews Special Agency, Inc. 


[. §9S2 
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Higher—Higher—Higher 


The sky’s the limit for sales in rich 
south Oakland County comprised of 
Royal Oak, Ferndale and other high- 
income areas that make up this 
market. 

Per family retail sales in Royal Oak 


skyrocketed to $5,107 in 1951. 
34% higher than U. S. average 
21% higher than Michigan average 


It’s 


market. 


Michigan’s fastest growing 


Daily Tribune circulation has kept 
pace with this phenomenal growth 
with a 108.2% 
viding 95% coverage of Royal Oak 
and 13,400 additional circula- 


gain in ten years, pro- 


homes 
tion in rich south Oakland county. 


THE DAILY 


TRIBUNE 
Royal Oak, Mich. 


South Oakland's Over 25,012 
Only Daily Evenings 


Represented by 
The Julius Mathews Speciol Agency, Inc. 


Sot 


DROPS 
WON'T 
DO IT 


You Needa 
Downpour 


Salisbury-Rowan cannot be sold 
from the outside. All state 
metropolitan papers combined have 
less than 3000 circulation in 
Salisbury-Rowan. 


The POST, Salisbury's only 
newspaper, gives you more than 
16,000. 


No ... drops won't do it. 
You need a downpour. 


You must have the POST. 


POST FOOD PREFERENCE 
SURVEY (1952) READY 
AND FREE. SAY WHEN. 


“THE SALISBURY Post 


Sal. sbu/y> North Carolina 


WARD-GRIFFITH COMPANY 
Representatives 
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(S.M. Forecast for September, 1952) 


Michigan 

% Battle Creek 
Bay City 
Detroit 
Flint 


Grand Rapids .. 


% Jackson 
*% Kalamazoo 
% Lansing 
% Muskegon 
% Pontiac 
Royal Oak- 
Ferndale 
Saginaw 


Minnesota 


Duluth 
Minneapolis 
St. Paul 


Mississippi 


% Jackson 


Missouri 


¥% Kansas City ... 
St. Joseph .... 


St. Louis 
* Springfield 


Montana 


* Billings 
Butte 


% Great Falls .... 


City 
Index 
1952 
vs. 
1939 


237.1 


. 278.5 


241.2 


427.2 


366.5 
271.4 
295.7 


- 361.0 


357.9 
208.4 
313.8 


City 
Index 
1952 
vs. 
1951 


100.2 
102.2 
101.6 


105.6 


105.5 
100.8 
104.0 
105.1 


107.9 
99.6 
105.6 


City 
Nat'l 
Index 
1952 
vs. 
1951 


103.4 
99.2 
93.2 
96.4 
94.8 

101.2 

100.3 

119.1 

106.1 

100.9 


97.0 
94.7 


95.4 
97.3 
96.8 


100.6 


102.8 
94.9 
100.6 


$ 
(Million ) 
Sept. 
1952 


8.10 
7.24 
213.21 
21.59 
23.61 
8.22 
10.33 
17.49 
6.95 
9.65 


9.00 
10.78 


9.77 
64.28 
34.54 


70.66 
6.73 
89.66 
8.23 


RETAIL SALES 
(S.M. Forecast for September, 1952) 


City 
City City Nat'l 
Index Index Index $ 
1952 1952 1952 (Million) 
vs. vs. VS. Sept. 
1939 1951 1951 1952 
Nebraska 
Rincon ....< 313.1 103.2 98.3 10.49 
Omaha ....... 338.3 102.1 97.2 30.58 
Nevada 
ee 316.8 103.6 98.7 6.21 
New Hampshire 
Manchester .... 276.5 104.1 99.1 7.99 
NE -vsweawas 265.3 104.3 99.3 3.29 
New Jersey 
Atlantic City .. 298.7 100.8 96.0 11.41 
Camden ...... 338.6 103.55 98.6 14.29 
Elizabeth ..... 286.8 101.9 97.0 11.07 
Jersey City- 

Hoboken 242.5 104.0 99.0 24.08 
Newark ....... 263.6 103.5 98.6 56.31 
Passaic-Clifton 362.5 102.4 97.5 14.10 
PEE veieaew 271.4 95.3 90.8 16.01 

% Trenton ...... 292.3 106.6 101.5 16.37 


li’s Profit Per Sale 
That Counts 


Little Falls for example! The 
low cost of reaching the 30,000 
people in this $29,102,000 re- 
tail sales market yields a greater 
profit per sale than you get in 
most of the larger markets . 
and that’s what counts. 

The TIMES reaches 75% ot 
the homes in this entire market 
area, including the prosperous 
out-of-town families who shop 
in Little Falls and help boost 
retail sales $647,000 above the 
city’s total income. 


How many larger markets offer you 


better opportunity? 


Little Falls Times 


Little Falls, N. Y. 


Represented Nationally by 


The Julius Mathews 
Special Agency, Inc. 
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RETAIL SALES 
(S.M. Forecast for September, 1952) 


City 
City City Nat'l 
5 Index Index Index $ 
lion) 1952 1952 1952 (Million) 
ot. vs. vs. vs. Sept. 
52 1939 1951 1951 1952 
New Mexico 
10.49 %& Albuquerque . 781.0 110.1 104.9 15.62 
30.58 
New York 
we Albany ....... 293.8 107.1 102.0 19.07 
6.21 * Binghamton . 277.5 107.8 102.7 10.10 
* Buffalo . 300.1 106.1 101.0 64.35 
% Elmira . 340.9 121.8 116.0 7.84 
% Hempstead 
Township . 628.0 113.9 108.5 63.68 
% Jamestown . 294.4 105.0 100.0 5.30 
7.99 % New York . 268.1 105.0 100.0 733.51 
3.29 Niayara Falis .. 307.2 102.5 98.0 9.34 
% Rochester ..... 260.0 108.2 103.0 37.86 
% Rome .. 371.8 105.2 100.2 3.83 
% Schenectady . 300.8 107.9 102.8 11.55 
%& Syracuse ...... 272.0 106.7 101.6 24.70 
iene 267.5 99.2 94.5 7.81 
11.41 Utica . 292.2 102.9 98.0 11.31 
14,29 
11.07 
ne North Carolina 
14.10 Asheville ..... 321.3 104.4 99.4 7.10 
16.01 Charlotte ..... 434.8 102.3 97.4 17.74 
16.37 Durham ...... 348.4 1046 99.6 7.42 
% Greensboro 538.1 105.6 100.6 12.86 
— %& Raleigh ....... 428.9 107.5 102.4 9.35 
— Salisbury 292.7 99.2 94.5 2.81 
%& Wilmington 339.7 109.1 103.9 4.28 
Winston-Salem 339.6 1048 99.8 8.49 
; 
4 
North Dakota 
e Fargo . 297.7 99.9 95.1 S27 
) 
Ohio 
} % Akron 393.6 106.1 101.0 36.57 
CONE sccseee 321.2 103.8 98.9 14.42 
Cincinnati 287.5 104.3 99.3 56.76 
* Cleveland 347.4 107.9 102.8 125.11 
* Columbus 300.9 105.8 101.7 41.04 
% Dayton ....... 336.8 107.9 102.8 30.72 
Mansfield ..... 296.2 101.0 96.2 5.45 
%& Springfield 308.7 109.0 103.8 8.12 
< TOGO .<nccex 332.7 106.3 101.2 37.50 
*® Warren 392.5 108.2 103.0 7.30 
Youngstown 314.2 104.2 99.2 21.49 


+ «+ for full 


' population, sales 
; end income dato 


Buying Power 
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(S.M. Forecast for September, 1952) 
City 
Nat’l 


RETAIL SALES 


Oklahoma 


¥ Bartlesville 


%& Muskogee 
% Oklahema 
% Tulsa .. 


Oregon 


Eugene . 
% Portiand 
% Salem .. 


Pennsylvania 


Allentown 
Altoona 
% Bethlehem 


City . 


City 
Index 
1952 
vs. 
1939 


City 
Index 
1952 
vs. 
1951 


114.5 
106.5 
105.0 
113.6 


101.7 
110.5 
106.3 


100.8 
102.1 
113.4 


1951 


109.0 
101.4 
100.0 
108.2 


96.9 
105.2 
101.2 


96.0 
97.2 
108.0 


MORNING & SUNDAY 
Raleigh, North Carolina 


RALEIGH, North Carolina 


Index $ 
1952 (Million) 
Sept. 
1952 
Retail Sales 
— $112,621,000 
| 3rd in North Carolina* 
2.58 * 
Boos @Raleigh leads North Carolina cities in Per 
6. : 
22.82 Family Income, $6711 ... and also stands 
25th in the Nation.* 

©40% increase in population 1940 to 1950 
—a faster rate than for any other N. C. 
city of 50,000 or more.** 

@Sell this active, growing market—PLUS 
the 33 county "Golden Belt of the South” 
with the area's ONLY Morning-and-Sun- 

onan day newspaper. 
” 7” 
6.40 114,741 Morning 
120,613 Sunday 
(Publisher's Statements to ABC, 3/31/52) 
*SM 5/10/52 
| **U.S. Census 1950 
12.24 ccna gale 
6.85 s and Observer 
7.43 


Rep: The Branham Company 


TOPS 
FAMILY INCOME 


The 37,900 families of Passaic-Clifton have an 
average income of $6,316*. . . highest of all 
major North Jersey markets. Among the 200 
largest cities in the United States, Passaic- 
Clifton ranks 74th in food sales* and 57th in 
family income.* 


The Herald-News, Passaic-Clifton’s only daily news- 
paper, has the largest circulation of all Bergen and 


Passaic County newspapers . . 


. offers national adver- 


lisers a greater sales potential per family than any 


other North Jersey newspaper. 
* Sales Management 


THE HERALD-NEWS 


OF PASSAIC-CLIFTON, N. J. 


New York General Advertising Office—James J. Todd, Mer. 
45 West 45 Street, New York 36, N. Y.—Columbus 5-5528 
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os RETAIL SALES 
(S.M. Forecast for September, 1952) 


City 
City City Nat'l 
Index Index Index $ 
7 1952 1952 1952 (Million) 
vs. Vs. vs. Sept. 


1939 1951 1951 1952 


Rhode Island 
Providence .... 269.4 101.2 96.4 30.42 
} Woonsocket ... 265.5 95.0 90.5 4.38 
ee 


South Carolina 


% Charleston .... 359.4 110.9 105.6 3.95 
% Columbia ..... 420.6 117.7 112.1 12.23 
Greenville .... 390.2 97.8 93.1 8.74 
%& Spartanburg ... 489.9 107.0 101.9 7.79 
Particularly in The 
“Greater Philadelphia” 
Area where so MUCH a iia _— South Dakota 
of the Market is OUT- Aberdeen ..... 440.7 104.6 99.6 3.57 
SIDE the city & coun- Sioux Falls ... 307.0 98.7 94.0 6.11 
ty Limits. 
RETAIL SALES 
NORRISTOWN — THE IM- (S.M. Forecast for September, 1952) 
PORTANT SEGMENT OF City Tennessee 
“ ” : - das 
THIS OUTSIDE AREA City City Nat'l Chattanooga ... 339.2 103.2 98.3 16.25 
Index Index Index $ Knoxville ..... 324.8 95.0 90.5 14.65 
1952 1952 1952 (Million) Memphis ...... 345.7 96.8 92.2 40.13 


NORRISTOWN 
TIMESHERALO 


Vs. Vs. Vs. Sept. % Nashville ...... 353.8 1€8.9 103.7 24.38 
1939 1951 1951 1952 


NORRISTOWN, PENNA. Pennsylvania (cont.) Texas 
we Chester ....... 333.3 111.5 106.2 7.50 Amarillo ...... 5558 1165 1110 1256 § 
Julius Mathews Special Agency WErie ......... 373.7 106.1 101.9 1.07 OTR. 6. 656:0- 56: 384.5 104.1 99.1 13.19 
*& Harrisburg .... 339.2 110.7 105.4 14.62 % Beaumont ..... 457.5 109.9 104.7 138 § 
Johnstown .... 252.6 109.0 95.2 7.78 % Corpus Christi . 592.7 116.3 110.8 16.18 | 
Lancaster ..... 278.4 103.8 98.9 8.52 w& Dallas ........ 432.7 105.4 100.4 64.08 ft 
Norristown .... 285.5 102.1 9732 4.14 _.. eee 464.8 104.0 99.0 15.57 ff 
Oil City ...... 245.9 1046 99.6 2.04 *% Fort Worth .... 539.1 114.3 108.9 4297 
: Philadelphia ... 337.7 102.6 97.7 203.64 Galveston ..... 326.9 104.2 99.2 693 
Right — % Pittsburgh .... 343.8 110.1 104.9 99.35 % Houston ...... 452.4 1121 1068, 75.19 FF 
Eyes Reading ...... 270.8 96.4 91.8 12.70 w& Lubbock ...... 630.4 113.4 108.0 14. 
Product Scranton ..... 255.4 101.5 96.7 12.31 % San Antonio ... 445.0 105.3 100.3 39.25 
On Your %& Wilkes-Barre ... 251.8 106.1 101.0 8.94 ME cksaends 481.1 100.3 95.5 10.20 
ortunity for WHR cncvnns 249.6 95.1 915 6.39 *& Wichita Falls . 412.4 117.2 111.6 8.29 


Here's OPP 


\ advertisers! 
our story 
pre br voor 
not only reac = 
ee erous, fast-spen es 
jana 4 in this rich industria 
nat _ but, now are 
om i * show your pro - ‘ 
neg right new o's 


RETAIL 
BUSINESS 1951 
CHESTER Qf) mucin 
in the Call's b hed right on 
pay window iain | street DELAWARE 9 A 9 wus, 
Call attention to agg and so C0. 
he areas a 
—— is the 
™ LINAGE 


CHESTER... 
TIMES: 


eee 


National Representatives: 
STORY, BROOKS & FINLEY 


CHESTER, PENNSYLVANIA 


_ 


SALES MANAGEMENT 


A NEW TROUBLE-SHOOTING 
MARKET RESEARCH SERVICE 


DO YOU NEED: 


(1) Information on statistical source material, public and private? 
(2) Informed guidance through the maze of government statistics? 
(3) Back data on economic trends for specific markets? 

(4) Help in setting sales quotas? 

(5) To know the location of good markets (and bad)? 


(6) To know the current volume of business in your industry? 


RECENT SPECIAL STUDIES: 


|—Analyzing the Impact of Television on Motion Picture Admissions 
by Areas. 


2—Forecasting Residential Construction Activity by Areas, 1950-60. 


3—Calculation of Value Added in 1951 in 20 Industrial Classifica- 
tions, by Counties. 


4—Analysis of Boom Areas in 1951. 


NOW AVAILABLE! 
Tabulations For Your Sales Areas of Market Data From the New 
SALES MANAGEMENT 
1952 Survey of Buying Power 


FOR THE REALLY TOUGH CONSUMER AND INDUSTRIAL MARKETING 
PROBLEMS 


Consult 


MARKET STATISTICS, INC. 


headed by Dr. Jay M. Gould, Research Director of the Sales Management 
_ SURVEY OF BUYING POWER 
AT 432 FOURTH AVE., N. Y. 16, MU 4-3559 


SEPTEMBER 1, 1952 


RETAIL SALES RETAIL SALES 


RETAIL SALES 


(S.M. Forecast for September, 1952) (S.M. Forecast for September, 1952) (S.M. Forecast for September, 1952) 
City City City 
City City Nat'l City City Nat'l City City Nat'l 
Index Index Index $ Index Index Index $ Index Index Index $ 
1952 1952 1952 (Million) 1952 1952 1952 (Million) 1952 1952 1952 (Millions 
vs. vs. vs. Sept. vs. vs. vs. Sept. vs. vs. VS. Sept. 
1939 1951 1951 1952 1941 1951 1951 1952 1941 1951 1951 1952 
CANADA Nova Scotia 
Utah 329.5 108.0 100.0 962.50 ae 312.0 105.1 97.3 13.54 
we Ogden ........ 365.9 106.4 101.3 6.11 
Salt Lake City. 310.2 102.8 97.9 20.13 Alberta satin 
te Calgary ....... 496.1 125.6 116.3 21.83 nrario 
#% Edmonton ..... 540.6 113.4 105.0 21.95 te Hamilton ..... 316.4 112.0 103.7 23 32 
London ....... 305.3 103.0 95.4 10 35 
Vermont Ottawa ....... 281.3 1096 1015 1944 
# Burlington .... 273.8 106.9 101.8 3.97 British Columbia Toronto ...... ma ms os rte 
Windsor ...... : ; ' 
Rutland ...... 246.5 96.3 91.7 2.44 =e Vancouver ..... 435.6 113.2 1048 53.62 _— 
Victoria ...... 405.8 107.0 99.1 12.66 
Quebec 
Virginia Manitoba Montreal ...... 317.8 1068 98.9 106.32 
Lynchburg .... 278.6 100.4 95.6 5.07 %& Winnipeg ..... 365.1 110.7 1025 42.32 Quebec ....... 333.4 106.3 98.4 17.87 
te Newport News . 463.6 120.3 114.6 7.51 
te Norfolk ....... 429.2 115.1 109.6 23.39 . 
# Portsmouth ... 480.1 114.2 108.8 6.77 New Brunswick Saskatchewan 
te Mehmend ..... 291.3 107.4 102.3 27.03 Saint John ... 238.1 105.2 97.4 5.00 ee 392.5 111.9 1036 12.64 
te Roanoke ...... 368.7 105.5 100.5 11.43 
Washington 
te Seattle ....... 318.0 105.7 100.7 56.80 
te Spokane ...... 313.2 107.7 102.6 17.60 


eee 311.2 99.4 94.7 14.69 
Yakima ....... 320.5 102.8 97.9 6.25 


West Virginia 


%& Charleston .... 333.3 110.2 105.0 12.50 
% Huntington ... 323.2 109.7 104.5 8.63 
Wheeling ..... 274.0 100.6 95.8 7.48 
Wisconsin 
Appleton ..... 335.0 102.2 97.3 4.59 
Green Bay .... 282.7 103.1 98.2 6.39 
%& Madison ...... 343.6 106.7 101.6 10.41 
% Milwaukee .... 312.1 106.5 101.4 77.06 
% Racine ....... 357.4 106.4 101.3 8.22 
Sheboygan .... 268.6 99.3 94.6 4.19 
Superior ...... 261.9 104.7 99.7 3.30 
' € 
Ralston's Spaceship 
Rockets Cereal Sales 3 
Wyomin — — } 
y g Here’s $30,000 worth of simulated space machine touring the 
we Casper ...... 503.0 122.1 116.3 4.98 a x ‘tea 
ae. 365.3 1075 1024 431 nation’s super markets and grocery outlets for Ralston Purina Co., 


St. Louis. 

It looks like the needle-nosed futuristic ship 2 million kids see on 
Ralston’s weekly TV show (ABC), “Space Patrol.” The 35-foot 
rocket (and another like it) is making appearances in all major 
cities to link Ralston’s radio and TV “spaceman shows” with their 


“official cereals” at point-of-purchase. 

Admission is a package of Wheat Chex or Rice Chex, or a box top. 
The contraption draws about 1,000 box tops a day from youngsters 
! who want to get inside and see the mock-up navigational gadgets and 
see the Ma sit in the “cockpit.” In a St. Louis store, where 5 cases of Ralston 
/ cereals are sold each week, sales jumped to 96 cases during the 3 


oo for full 
population, sales 
and income dat 


days the rocket was anchored outside. 


The steel ship was made by the Standard Carriage Works, Los 
Angeles, and is pulled by a 314-ton White truck-tractor plant. 


Buying Power 
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06.32 
17.87 
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*REACH OVER 


Look to 


CONN ADIN 


FOR RICH REWARDS 


Canada is expanding in a big way. The market 
is a rich one. Personal savings in Canada rose from 
$820 million in 1950 to well over $1,600 million 
in 1951: Average weekly salaries and wages in 
December of 1951 rose to $52.34 per week. 


Farm cash income went up 25% in 1951, and 
new capital investment:in Canada topped $4,500 
million. As in all rapidly expanding economies, some 
parts have forged ahead at almost unbelievable pace. 
Edmonton, Alberta, for example, increased its popu- 
lation from less than 98,000 in 1941 to over 170,000 
in 1951. Calgary jumped from 93,000 to over 139,000 
in the same period, The circulation of the Southam 


IN A RECEPTIVE MARKET 


Newspapers has more than kept pace with this im- 
mense growth. In the ten year period 1941 to 1951 
their combined total daily average net paid circula- 
tion increased over 44% against an all Canada popu- 
lation increase of 21.75% in the same period. 


Look to Canada for rich rewards in its rapidly 
expanding markets. First-hand facts and figures of 
the areas served by the Southam Newspapers of 
Canada are available from our U.S.A. representa- 
tives, Conklin and Woodward, 22 East 40th Street, 
New York 16, N. Y., or any of their branches: 
Detroit, Chicago, Atlanta, San Francisco and Los 
Angeles. 


THE SOUTHAM NEWSPAPERS OF CANADA 


THE OTTAWA CITIZEN 
THE WINNIPEG TRIBUNE 
THE CALGARY HERALD 


1,500,000 


THE HAMILTON SPECTATOR 
THE MEDICINE HAT NEWS 
THE EDMONTON JOURNAL 
THE VANCOUVER PROVINCE 


CANADIANS EACH PUBLISHING DAY 
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WANTED: MARKETING EXECUTIVE 
FOR MANAGEMENT CONSULTING 


Leading professional management consulting firm 
seeks outstanding young executives, 30-38, with 
the character and the competence to work at top 
management level in solving key marketing prob- 
lems of leading companies in major industries, 
nation wide. You must have a sound education 
and a solid record cf achievement in business. 
We can offer a unique opportunity for profes- 
Sional and personal development, attractive salary 
and profit sharing with no ceiling on advance- 
ment. Please send us your brief resume to 
arrange interviews. We have offices in several 
principal cities. 


Address Box 2890 
SALES MANAGEMENT 
386 Fourth Avenue, N. Y. 16, N. Y. 


5000 WATTER NEEDS 
SALESMAN 


Generous training period with excellent draw and 
commission for salesman with radio sales or aliied 
Sales experience wanted for 5000 watt station. 
If you can sell, and want a future. write details 
of yourself to Sales Manager, WRFD, Worthing- 
ton, Ohio 


MAN WANTED—For WRITING and LAYING 
OUT CATALOGS, BULLETINS, and DIRECT 
MAIL FOLDERS covering recording and con- 
trolling instruments by a Connecticut Com- 
pany. Do not answer this ad unless you have 
had catalog, bulletin, and direct mail experi- 
ence on a technical industrial product. We 
offer an extremely good opportunity for the 
right man. Box 2892, SALES MANAGE- 
MENT, 386 Fourth Ave., New York 16, N. Y. 


4-in-1 SALES MANAGER 


Experienced S.M., graduate chemist, food tech- 
nologist and market analyst. Excellent writer, 
speaker and teacher (sales training). Tangibles, 
intangibles. Prefer foods or chemicals, but can 
move any good product. Will locate East, Ohio, 
So. Calif., Chicago area, Denver or Florida. 


Resume ready, Box 2891, Sales Management, 386 
Fourth Avenue, New York 16, N. Y. 


OPPORTUNITY 


Nationally known corporation has opening 


for capable sales executive. Requires both 
selling experience and ability to administer 
regional office. Salary commensurate with 
responsibility. Box 2893. 


SALES MANAGEMENT 
386 Fourth Ave. New York 16, N. Y. 


ACTIVE PARTNER WANTED 


Commercialize new therapeutic invention. 
Inexpensive heat-control aitachment for 
rubber hot-water bag. Repeat sales. Chain, 
drug, canvasser, premium outlets. Will 
monopolize market, 35,000,000 units yearly. 
$5000 investment for 50% interest. State 


business experience. Box 2889. 


Sales Mgrs., Sales Engrs., 
Salesmen Available 


Many top-notch sales people with excellent work 
records and references currently listed. A letter 
outlining your needs will receive prompt atten- 
tion. Positions must offer draw or salary, Wabash 
Employment, 202 S. State, Chicago, III. 


Attn: L. A, Chambers 


New Books for 
Marketing Men 


Books mentioned in_ this 


reviewed or 


column are not available from SALES 


MANAGEMENT. 


Please order from your 


book store or direct from the publisher. 


The Development of Executive Talent. 
Edited by M. Joseph Dooher and Vivienne 
Marquis. Published by American Man- 
agement Association, 330 West 42nd St., 
New York 36, N. Y. Price, $6.75 to non- 
members; $5.75 to members. 

Here is a complete company guide to 
executive training. and management de- 
velopment. It contains case studies of 
methods used by Standard Oil (N.J.), 
United Parcel Service, Sears, Roebuck & 
Co., Johnson & Johnson, General Mills, 
Inc. and others, provides sound action 
patterns no matter how large or small 
your company is. There is material on 
analysis of needs, recognition of latent 
executive ability, rating and development 
of executive skills. Leading authorities— 
44 of them—contributed to this compila- 
tion. 


Practical Sales Psychology. By Donald 
A. Laird and Eleanor C. Laird. Published 
by McGraw-Hill Book Co., Inc. Price, 
$4.00. 

A sale, say the authors, is “a meeting 
of minds in an atmosphere which encour- 


ages a buying mood.” Taking it from 
there they show that the best way to 
achieve this happy meeting is (1) to 
emphasize the service side of selling by 
telling the customer what the product 
will do for him and (2) by centering 
attention on the customer and making him 
feel he is important. The authors devote 
their chapters to blueprinting these ideas, 


Photographs and Graphs. By Rudolf 
Modley and Dyno Lowenstein. Published 
by Harper & Brothers. Price, $4.00. 
"The graph and its brother, the picto- 
graph, have become important tools for 
presenting and dramatizing _ statistical 
information. This book is a good guide 
to the technique of understanding and 
creating pictos and graphs. 


Top Secrets of Successful Selling, 
By Jack Wardlaw. Published by Wilfred 
Funk, Inc. Price, $3.50. 

Mr. Wardlaw says everyone is a sales- 
man: He either sells a product, his per- 
sonality or perhaps just his strength. This 
book aims at helping you advance in your 
job, make money in your spare time, get 
the job you want, handle people — all 
through successful salesmanship. Do it, 
says Mr. W., through constructive think- 
ing, automatic prospecting, ideas turned 
into action. 


Correction: In the July 15 issue the title 
of Harry Simmon’s excellent new_ book, 
Successful Sales Management was incor- 
rectly titled Successful Sales. Mr. Sim- 
mon’s book contains such valuable source 
material as a 38-point checklist for a sales 
training program, a 14-point technique for 
reading your business magazine, 9 selling 
aids and how to use them and 22 brand- 
new sales ideas. 


p. 266 


Changes in the Survey of Buying Power 


Idaho: City of Weiser (in Washington County), Number 


of Families should be 1.3 th.; Per Family Income should be $4,618. 


Total Above Cities for Idaho, Number of Families should be 57.0 
th.; Per Family Income should be $4,715. 


p. 312 Kansas: Recent data received indicate that estimates for 
Sedgwick County and Wichita city, Kans., have been understated by 
about 11°. The following data should be used to replace the retail 
sales figures in the Survey of Buying Power: 


RETAIL SALES—1951 SM ESTIMATES 


FIVE STORE GROUPS 


Dollars % of 
(in Thous.) U.S.A. Food 
Sedgwick 297,271 .1965 57,513 
Wichita 266,272 .1760 49,647 


General 
Mdse. 


37,270 
36,642 


Furn- Buying Qual- 
House- Auto- Power ity 

Radio motive Drug Quota Index 
17,090 67,894 9,937 .1814 120 
16,624 60,236 9,311 .1486 132 


Editor's Note: For other changes in the Survey of Buying Power, 


see August 1, 1952, issue. 
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Advertising Corporation of America .... 91 

Advertising Council, Inc. ....-.--++eee0> 143 

Aero Mayflower Transit Co. .....--++-- 56 
Agency: Sidener & Van Riper, Inc. 

Air Express Division Railway Express .... 18 
Acency: Robert W. Orr & Associates 


Air Force Times ...... ote akininediee ene eee 10 
Agency: Clinton D. Carr & Co., Inc. 

Amevicen Legion Magazine ......-.-++-+> 140 
Agency: St. George & Keyes, Inc. 

American Safety Razor Corporation ..... 43 
Aaency: McCann-Erickson, Inc. 

Army Times ...--cececcercecccccceccs 10 
Aaency: Clinton D. Carr & Co., Inc. 

Atlantic City Press & Union ........--- 114 
Agency: Harvey B. Nelson Advertising 

Aviation Age .....ccccccccccccccccccce 23 
Agency: Hazard Advertising Company 

Barfield Groves .....+-eseee0- seeeeees - ww 
Agency: Robert Hammond Associates, Inc. 

Batten, Barton, Durstine & Osborn ...... 113 

Bayonne Times ......-+-++--- Wee eeeees 141 
Agency: Harvey B, Nelson Advertising 

Behie Bros. Company ......+-e-seeeeeee 84 

Berkshire Evening Eagle .........--+++. 151 

Biddeford Journal .......ceeeeeeeecees 151 

Booth Michigan Newspapers .........+-+- 37 
Agency: The Fred M. Randall Co. 

Brown & Bigelow .......-sececcecceees 64B 

Buffalo Courier Express ........+ee.eee- 116 
Agency: Baldwin, Bowers & Strachan, Inc. 

Buftalo Evening News ..... eenwere porewee 139 
Agency: The Moss-Chase Company 

The Burkhardt Company ..........-.++. 130 
Agency: Clark & Rickerd, Inc. 

Burns Manufacturing Company ......... 78 


Agency: Wilbur O. Richards Advertising, Inc. 


Camillus Cutlery Company ............-- 72 
Agency: Barlow Advertising Agency, Inc. 

Canton Repository ......-sccccececcees 129 
Agency: H. M. Klingensmith Co. 

Capital Airlines .........- ie cinerea 11 
Agency: Lewis Edwin Ryan 

UU TT Te ee 99 
Agency: The Caples Company 

if ane rere 154 
Agency: David Zibman Advertising 

Chicago Daily News ......-.ceeeeeeees 55 
Agency: Patton, Hagerty & Sullivan, Inc. 

Chicago Thrift-Etching Corporation ..... 132 
Agency: Lamport, Fox, Prell & Doik, Inc. 

CUCGG TREND 0 onc cccsevcce sees 4ta Cover 
Agency: N. W. Ayer & Son, Inc. 

Cleveland Plain Dealer .............0.-. 128 
Agency: Lang, Fisher & Stashower, Inc. 

Cobbs rruit & Preserving Company ..... 101 


Agency: Houck & Co. of Florida 
Committee of One Hundred Jacksonville... 141 
Agency: Newman, Lynde .& Associates, Inc. 
ee 111 
Agency: Lamb & Keen, Inc. 


The Dallas Morning News .........-.4-- 57 
Agency: Randall Perry Advertising 

Davenport Newspapers, inc. ........... a 
Agency: L. W. Ramsey Advertising 

Ce err 97 
Agency: Byer & Bowman Advertising Agency 

Frank E. Davis Fish Company .......... 80 
Agency: John A, Smith & Staft 

Dell Publishing Company .............. 104B 
Agency: Robert W. Orr & Associates, Inc. 

Belta Airlines, ING. ....cccccceses 3rd Cover 
Agency: Burke, Dowling Adams, Inc. 

|. eee ~» 45 
Agency: W. B. Doner & Company 

UOT GOO x acess ccc cc csiccceccs 94 
Agency: Michael Mannion Advertising 

Ekco Products Company .............+. 95 
Agency: Earle Ludgin & Company 

OP TIRNIIEN, o.icvickcounwrcdwesiecd 0a co «Of 
Agency: L. E. McGivena & Co., Inc. 

Evans Case Company ..........--eecees 70 
Agency: McNeill & McCleery Advertising 

Fairibo-Woolen Mill Co. ......... Piwleu® 83 
Agency: Kinnard & Kinnard, Inc. 

PGW SOUR, TGs om o.cccceccccsecsces 140A 
Agency: Lewis & Gilman, Inc. 

First Three Markets ......--..seeeeee 119 
Agency: Anderson & Cairns, Inc 

Florida Newspaper Group ............. 41 
Agency: Newman, Lynde & Associates 

ok | Sl ee 124 
Agency: Hixson & Jorgensen Advertising, Inc. 

F. R. Corporation .....cccccccccccce os Tae 
Agency: Peck Advertising Agency, Inc. 

OPENS apt he oes eer tne ei 98 
Agecy: Fuller & Smith & Ross, Inc. 

Fountain & Fast Food .......+...eseeee: 132 
Agency: Media Promotion Organization 

Gale Dorothea Mechanisms .......... ce tan 
Agency: Smith, Hagel & Snyder, Inc. 

Rober? Gair Company, Inc. ........ coe «8 
Agency: Wortman, Barton & Spohn, Inc. 

Gordner FubRoations EEA 51 
gency: The S$. C. Baer Compan 

Gerard Industries ......... +. ce ccece —— =e 
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INDEX TO ADVERTISERS 


NE ENED cae eras eek cusinnnw as 2 
Agency: Hickey, Murphy, St. George, Inc. 

Greensboro News Record .............. 139 
Agency: Henry J. Kaufman & Associates 

SN ID oe siocrcices cocwdieissinas 150 


Agency: Moore & Company, Inc. 


Hadlock Fruit Company ............... 89 
Agency: Robert Hammond Associates, Inc. 

Haire Publishing Company ............. 108 
Agency: Ben Sackheim, Inc. 

Hatversom=—trees, BGS o.oc.ccccccveccses 74 
Agency: H. E. Westmoreland, Inc. 

Halvorfold-KWiKprint Company ......... 101 
Agency: Newman, Lynde & Associates, Inc. 

Hanovia Chemical & Mfg. Co. ......... 84 
Agency: Doyle, Kitchen & McCormick, Inc. 

Pes ee BOUN I 6i5. 4:6. seis -ece:wiesictiee% 81 
Agency: Maxon, Inc. 

Hoenschel Fine Foods, Inc. ............. 90 
Agency: Robert R. Frissell, Inc. 

Schuyler Hopper Company ............. 35 

The Houston Chronicle ................ 49 
Agency: Ritchie Advertising Agency 

SOO Ne OE nnn 6-5 cin ieeccces 96 

Ibroc Wood Products Co. .........000. 76 
Agency: Ray Mills Advertising Agency 

Gneiustrial DistINWNOR cco csiceccccceces 135 

Industrial Equipment News ............ 3 
Agency: Robert H. Ramage 

Industrial Maintenance ................ 141 
Agency: Walter S. Chittick Company 

Inland Lithograph Company ........... 140 
Agency: The Vanden Company 

International Sales Company ........... 92 


Agency: Kolb & Abraham Advertising 


Jefferson Electric Company ............ 82 
Agency: Kolb & Abraham Advertising 

Kemper-Thomas, ING. ...cscccccccesccce 86 
Agency: Chester C. Moreland Company 

rs 126 
Agency: Burke Dowling Adams, inc. 

RI IIE oro aicinkcsaib-we cee neweie - 22 

OU NE MENENEE, i laca daisies ediy on ieeee- see 152 

Louisville Courier Journal .............. 127 
Agency: Zimmer-McClaskey Advertising 

Mark Cross Company ...............05 90 
Agency: Carl Riemers Company 

ne. ee 155 

Julius Mathews Special Agency ......... 149 

MeGall Corporation .....cccccccccccces 1 
Agency: Cunningham & Walsh, inc. 

McClatchy Newspapers ............... 59 
Agency: J. Walter Thompson Company 

Melrose Distilleries, Inc. .............. 77 
Agency: McCann-Erickson, Inc. 

Memphis Press-Scimitar ............... 137 
Agency: Air-Press Advertising Agency 

G. & C. Merriam Company ............ 103 
Agency: Thwing & Altman, Inc. 

otter 1, Ore 150 

Miles Kimball Company ................ 92 
Agency: Gordon Best Company, Inc. 

Minneapolis Star & Tribune ............ 60 
Agency: Batten, Barton, Durstine & Osborn 

Moline Dispatch & Rock Island Argus .... 
Agency: Clement T. Hanson Advertising 
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Soiateh Fad, 


The date reminds me: For several 
vears, I have rewritten and_ resub- 
mitted a screed on hay-fever with the 
title: “Sic September Tyrannis.’”’ The 
date further reminds me: No 3aie! 


Inflationews: Our local county 
poorhouse has upped the rent $10 a 
month, 


Pathfinder puts it neatly: “ ‘No 
Parking’ means no business.” 


Reporter, to city editor: “Here's 
the perfect news-story.” 
City editor: “Man bites dog?” 
Reporter: “No. Bull throws copy- 
writer.” 

—Swiped and revised. 


Writes John Cowan, managing di- 
rector of the National Flexible Pack- 
aging Association: ‘‘What’s this? 
Could it be subtle states’ rights 
propaganda? We clipped this ad from 
vour July 15 issue.” The ad was for 
the Minneapolis Sunday Tribune, 
and mentioned the “Untied” States. 
I, too, have been having proofroom 
troubles, John. 


I think a cute beer-jingle might be 
built around ‘‘Piel’s appeal.” 


On the weekly simulcast, Hugh 
James tells you to see your Firestone 
“dealer or store.” For all practical 
purposes, aren’t they one and the 
same ? 

* 

INFLATION: A drop in the buck.— 
SSM Lamp Co. bulletin. 

© 

Jim Collins takes pen in hand to 
say he’s disturbed by so many adver- 
tising pictures of nice gals saying: “I 


wear false teeth.” 
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Ac’cent, the monosodium glutamate 
flavor-bringer-outer, has hit upon a 
powerful sales-theme: “The third 
shaker.” The other two, of course, 
are pepper and salt. 


A sales-bulletin says cutely that it 
often takes years to become an over- 
night success. 

° 


I liked the rhythm and the sell in 
this headline: ‘““Tempt your dog with 
red, raw meat... he'll pass it up for 
Pard!” 


Octopus: A cat with only 8 lives. 


In mid-summer, a local marquee 
billed him as Humphrey “Bograt” 
, a natural error after watching 
Bogie pull the 4 frican Queen through 
that leech-infested bog. 


Nit—‘You say he started busi- 
ness on a shoestring?” 
Witr—“Not even that; just the 
metal fip of a shoestring.” 


Last time I drove through there, 
I noted that Savannah had long out- 
grown the literal meaning of its 
name: “A treeless plain.” 
. 


No sedentary sinecure: Taking in- 
ventory in a hardware store. 
* 


Recommended reading: ‘‘Du Pont, 
the Autobiography of an American 
Enterprise.’ Distributed by Charles 
Scribner's Sons, New York. 

* 


Beau Beals calls it “Fun with the 
Fone-Book,” digs up the “King Fifth 
Wheel Co.,” wonders why a king 
needs a fifth wheel. Tiring of kings, 
he found “Queen Arthur” in the 
same directory. 


In spite of the name, a Bikini swim- 
suit is not much atoll. 


Stos: A person who throws burnt 
matches and cigarette-butts onto the 
carpeted floors of hotels and apart- 
ment-houses. 


Jim Legg tells me about Hans and 
Fritz, walking along the dyke with 
Mom. She slips into the water and 
Fritz says: “Look, Hans, no Mom!” 
Neat twist, James. 


Northwestern Mutual’s “Big” 
Snow and his wife have a cute name 
for their green patch: “The Garden 
of Weedin’.” 


BacHELoR: A chap who thinks 
“marriage” is spelled ‘‘m-i-r-a-g-e-.” 


The phrase-makers: Franklin Roose- 
velt gave us that useful locution, “the 
foreseeable future.” His distant cousin 
Teddy gave us “the strenuou§ life,” 
and Grover Cleveland came up with 
“olittering generalities.” Something 
about the presidency seems to beget 
neology. 


* 
When Tessie O’Paque’s hostess 
said they would eat al fresco, she 


said the hell with that . .. she’s no 
cannibal. 


Just hearing this song-title, you'd 
never guess its proper spelling: “Lo, 
Here the Gentle Lark.” 


Television wasn’t even in the plan- 
ning-stage when an old hymn said, 
in part: “Linking sense to sight and 
sound.” 


Charles Laughton, among the more 
literate of the Hollywood tribe, paid 
this tribute to the writing-cratt: 
“Words have accomplished n 
than all the bombs ever dropped. 
Moses wrote the Ten Comma 
ments on tablets of stone from divi 
inspiration. The tablets of stone ha 
long been dust, but the words !\ 
Man’s greatest and noblest works 
genius built from brick and mortar 
crumble and perish, but words do not 
die.” Hear, hear! 


SALES MANAGEMENT 


OSC- 
“the 
usin 
ife,”” 


eget 


